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Rough Proofs 


The National Distillers Corpora- 
tion is warning prospective drinkers, 
through paid advertising, of the evils 
of over-indulgence. Won’t somebody 
else step up and view with alarm in 
the same convincing way? 


¥ VF 


The liquor industry is stealing the 
drys’ stuff by urging the establish- 
ment of a system of copy censorship. 
This sort of thing is going to make 
the reformers awfully sore. 


7 = 9 


Now that repeal and LaGuardia 
have both justified the Literary Di- 
gest polls, why not save a lot of time 
and trouble, along with a few black 
eyes, by holding all the elections 
that way? 

+ VV 


The latest General Motors shake-up 
indicates that Mr. Sloan wants all of 
his executives to know just what 
companies belong to the GMC fam- 
ily. Besides, travel is so broadening. 


7s VF 


A recent investigation indicated 
that while women object to pictures 
of scantily clad females in advertis- 
ing, most men approve. But unfor- 
tunately the eyecatchers are _ in- 
tended to sell corsets, underwear and 
hosiery to les femmes. 

vvy 


The Katy, the ad signed by its 
president said, “is the only railroad 
in the Southwest which has stood 
firmly on its own feet.” When a rail- 
toad starts standing on other peo- 
ple’s feet, it means business for Blue- 
jay corn-plasters. 

7 FV F 


“Why is an advertising club?” 
ApvertTisinec AcE asks editorially. 
There are a lot of good reasons, 
but at least one is that it helps to 
take care of the worthy members of 
the waiters’ union. 
+, Ve 


Phillips’ Milk of Magnesia current 
advertising is nothing short of sen- 
sational, being addressed to the mid- 
die-aged, of all people. Phillips evi- 
dently hasn’t heard that in modern 
advertising all women are young and 
beautiful, and all men handsome and 
dashing. 


7 + 


Advertising & Selling now spells it 
“heaureaucratic,” but there is noth- 
ing very beautiful in the swivel-chair 
brigade, viewed from any angle. 


+ 3 ¥ 
The code of the retail jewelers de- 
fines diamonds as “consisting essen- 
tially of pure carbon crystallized in 
the isometric system, generally in 
octahedron form.” It’s too bad copy- 
Writers didn’t know about this 
sooner. 
vv¥seegyv 
Squibb announces that before its 
New electric spectacular sign in 
Times Square was ready to carry 
current, workmen made nearly 24,000 
connections. Times Square ought to 
be a very good place to make connec- 
tions. 
vv¥$pesgy 
The Ruppert beer campaign will 
feature sociability as the main copy 
eme. To us old-time beer-drinkers 
this is just another way of saying 
Gemiitlichkeit. 
, Ff F 
“Mouse-Trap Manufacturer Stages 
Come-Back,” reports the trademark 
Service division of A. T. & T. But 
his come-back, unfortunately, de- 
_" on the mice coming back with 


Copy Cus. 


WRIGLEY USES 
BORDER SPACE 
OF NEWSPAPERS 


Creates Brand-New Preferred 
Color Position 


Chicago, Nov. 9.—The Wm. Wrig- 
ley, Jr. Company, which a year ago 
crashed the barriers separating com- 
ics from display copy in newspapers, 
again made advertising history this 
week by utilizing the hitherto use- 
less border space for messages in 
color. 

The idea is said to have been 
born in the fertile brain of Arthur 
E. Meyerhoff, of Neisser-Meyerhoff, 
Inc., who also engineered the Wrig- 
ley invasion of comic pages. In- 
cidentally, the latter has proved so 
successful that Wrigley recently re- 
newed its contracts and will spend 
another year with the comics. 


Uses Color Strips 


Mr. Meyerhoff got his new idea 
from the streaks of color used on 
late editions by many newspapers. 
If color helped identify and sell late 
sport specials, he argued, it might be 
used to advantage in the sale of 
chewing gum. 

While he has had some difficulty in 
making some newspaper publishers 
see the light, others have taken 
kindly to the new idea. The Evans- 
ton, Ill., News-Inder ran the Wrigley 
color advertisement alongside its 
sporting page Monday, while an At- 
lanta paper used it later in the week. 

The Evanston paper used a bright 
red for its color, and the copy ap- 
peared at right angles to the reading 
matter on the rest of the page. It 
said merely, “After every meal, 
Wrigley’s Spearmint.” Since it is 
believed no reader could resist the 
temptation to turn the paper around 
to see what the red lettering had to 
say, visibility is assayed at 100 per 
cent. 


Many Taking Copy 


A large number of newspapers, in- 
cluding many which allowed Wrigley 
to break their comic page rules a year 
ago, have declined to sell their bor- 
der space at any price on the ground 
that their rate cards do not provide 
for the sale of this space. Others 
have taken the position that in- 
genuity is entitled to its reward. 

The rate for the border space 
offered by Neisser-Meyerhoff is the 
regular rate of any paper for the 
number of lines used on ten columns. 

It is said that where newspapers 
are not equipped to print color, the 
agency will provide the necessary 
equipment, through a deal made with 
a machinery house. 

H. L. Webster, advertising man- 
ager for Wrigley, said the plan is 
in the nature of an experiment. 
Early results have been satisfactory, 
and Mr. Webster is looking forward 
with interest to the appearance of 
the Wrigley copy in a large number 
of papers. He believes that after 
publishers have recovered from the 
first shock they will be more inclined 
to accept the Wrigley overtures. 

It is even possible, he indicated, 
that border position will become a 
plum so eagerly sought by advertis. 
ers that many newspapers will quote 
regular rates on it on their cards, 
in which case Wrigley may go down 
in history as a benefactor of news- 
papers. ; 


UTILIZES MARGINS 


P. K. Wrigley 


TUGWELL BILL 
CALLED START 
OF REGULATION 


Other Laws May Follow It, 
‘Professor Says 


New York, Nov. 9.—The integrity 
of United States courts was ques- 
tioned in a startling statement by 
Professor David F. Cavers, collabora- 
tor with Professor Rexford Guy 
Tugwell on the “Tugwell bill,” at a 
symposium last week under the aus- 
pices of the American Institute. 

The charge of lack of integrity or 
incompetency included also juries 
and prosecuting attorneys, and was 
advanced as a principal reason why 
interpretation and enforcement of 
the provisions of the pending legisla- 
tion should be left with the Secretary 
of Agriculture. Professor Caver’s 
verbatim statement on the subject 
follows: 

“Sympathetic juries are far too 


(Continued on Page 19) 


Co-op Campaign of 
Fisheries to Aim 


At Ending “‘Gluts’’ 


New York, Nov. 9.—Sponsors of a 
cooperative campaign for the fishing 
industry, tentatively slated to start 
Dec. 15, base confidence in its perma- 
nent success on a method for levying 
funds by a tax on shipments, to be 
collected and remitted direct to the 
advertising agency in charge by 
transportation companies, and a sin- 
gularly flexible advertising plan de- 
signed to coordinate newspaper copy 
and broadcasts with the varieties of 
fish plentiful in the daily catch. 

A sponsoring organization to be 
known as the Eastern Fisheries As- 
sociation is now being formed to knit 
together some 35 or 40 regional and 
port associations along the Atlantic 
coast. Industrial leaders directing 
the movement have employed the 
services of J. Stirling Getchell, Inc., 
and the Gardner Advertising Com- 
pany for preliminary work, but the 
permanent agency appointment has 
not yet been made. 

Harold F. Turner, publisher of 
Fishing Magazine and one of the 
most active organizers, told ADVER- 
Tisinc AGE today that the plan, which 
has been approved by all fishing as- 
sociations to which it has so far 
been presented, will provide an an- 
nual appropriation of from $500,000 
to $700,000. The campaign may be- 
gin with the support of the North 
Atlantic fisheries only, in which case 
the initial budget will be about 40 
per cent less and the theater of mer- 
chandising operations smaller. 


Defense Against Gluts 


“The fundamental task in mer- 
chandising sea food,” said Mr. Tur- 
ner, “is to build a line of defense 
against gluts, which not only elimi- 
nate profit from the sale of the most 
plentiful varieties but exert a con- 
stant demoralizing effect on the en- 
tire market. 

“The fisherman doesn’t know when 
he sets his nets what he will catch 
that day. He must trust to luck that 
there will be demand for what he 
gets. 

“Unfortunately for the industry, it 


Last Minute News Flashes 


Gen. Johnson to Talk at Tenth District Meeting 
Ft. Worth, Tex., Nov. 10.—General Hugh S. Johnson, NRA administra- 


tor, will be the featured speaker at the annual meeting of Tenth District, 
Advertising Federation of America, here tomorrow. 


Cigarettes May Become Penny Item 
Washington, D. C., Nov. 10.—The possibility that packages of five 
cigarettes, selling for a few pennies, may be introduced by leading cigar- 
ette manufacturers is seen here following a ruling of the bureau of in- 
ternal revenue allowing manufacturers to subdivide the standard package 
of 20 into cellophane or foil wrapped packages of five. 


Angostura Bitters to Paris & Peart 
New York, Nov. 10.—Paris and Peart have been appointed by Trinidad 


Products Corporation, Jersey City, N. 


J., for Angostura Bitters; Angostura 


dry gin, a new product; Seigert’s Bouquet rum; and Carypton, a cordial. 


Initial copy will appear locally Nov. 


13. 


General Motors Reports 134% Gain in Third Quarter 


New York, Nov. 10.—Unit sales of General Motors cars and trucks in 
the quarter ended Sept. 30, 1933 totalled 245,128, as compared with 104,773 
in the same quarter of 1932, a gain of 134 per cent, the corporation’s finan- 
cial statement, released today, reveals. ‘ 

Dollar sales for the quarter were $178,976,035, compared with $74,575,- 
864 in 1932. Sales for the first nine months of 1933 totaled $490,921,509, 
compared with $371,374,398 in the corresponding period of 1932. 


so happens that the daily catch is 
seldom an equally divided assort- 
ment. Most of the time there is a 
great over-abundance of one variety. 
The news goes out to commission men 
and dealers and they immediately 
turn bearish on the price of that 
variety for fear they will be unable 
to dispose of their stock. 


“We are going to devote all our re- 
sources to the movement of the arti- 
ficial ‘over-supply’ created by a heavy 
run of one variety. The agency will 
prepare a series of newspaper adver- 
tisements and electrical transcrip- 
tions, each featuring one variety of 
fish or sea food, and file them with 
newspapers and stations. 

“When daily reports from market- 
ing centers reveal a heavy catch of 
one variety, the agency will tele- 
graph the advertising mediums to 
release an advertisement of a certain 
number to stimulate the sale of that 
particular variety. The agency will 
also telegraph wholesalers in the 
markets where the surplus variety is 
awaiting distribution advising them 
of the copy to run that day so that 
they can merchandise the advertis- 
ing to dealers.” 


Test Fund Collection 


The unique method of assessing 
and collecting funds has been suc- 
cessfully tested for the past two 
years and a half by the Southern 
New England Fisheries Association, 
which, through this means, has car- 
ried on an association program in- 
volving a comparatively large 
amount of money. 

Its merit in the eyes of contribu- 
tors is that they contribute in easy 
daily installments and that none of 
their money is wasted on overhead. 
The fishermen are enthusiastically 
voting for it as a means of financing 
the advertising campaign because it 
assures them every penny will go for 
time and space. The Eastern Fish- 
eries Association will not maintain 
an office or paid staff. Supervisory 
services will be donated by leaders 
of the industry and all details will 
be left to the agency. 

The shipment tax is not graduated 
by the value of the shipment but is 
based solely on tonnage. This is sat- 
isfactory to the fisherman and prac- 
tical for the transportation company. 
There is no other feasible method of 
determining the tax, as the value of 
the shipment has very little to do 
with net profit and net profit cannot 
be determined accurately at the time 
shipment is made to the commission 
house. 


Avoid Past Mistakes 


Failure of a cooperative advertis- 
ing campaign based on a similar 
merchandising campaign in 1924 is 
attributed to an unsatisfactory plan 
for raising funds. The endeavor was 
made to secure annual donations 
based on the previous year’s gross 
business. 

The few large fishing companies 
immediately contributed about $60,- 
000, most of which was dissipated in 
overhead for a campaign to collect 
proportionate donations from the 
35,000 to 40,000 small companies and 
individuals operating the Atlantic 
shipping fleet. A few thousand dol- 
lars, all that remained, was spent in 
newspaper advertisements during 
Lent. . 
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Scott to Sell 
Paper Towel As 
Aid in Kitchen 


Buffalo, N. Y., Nov. 9.—A drive to 
establish its paper towel as a kitchen 
necessity has been launched here by 
Scott Paper Company, Chester, Pa. 

Following an initial insertion of 
900 lines in the News, 300-line copy 
has been appearing twice a week. 
The advertisements list the many 
kitchen uses for which the towel is 
recommended, and quote unidentified 
housewives, apparently recently in- 
troduced to the convenience, as say- 
ing, “I don’t see how I ever did with- 
out them.” 

The uses described include wiping 
off the sticky kitchen table, cleaning 
the outside of cooking utensils, slick- 
ing up the sink, draining the grease 
from fried foods, drying fruits and 
vegetables, polishing glassware and 
windows and many more. 

A feature of the campaign is sev- 
eral combination offers involving 
two or more rolls of towels and 
either a fixture or an extra roll. One 
proposition is offered at a _ time. 
From three to six days are allowed 
in which to take advantage of the 
deal and the consumer must use a 


dated coupon appearing in the news- 
paper advertisements to secure it. 
When the fixture is not included in 
the current deal, the advertising of- 
fers it separately for 25 cents. 

A four-page promotional piece in 
the format of a tabloid newspaper is 
being used in the campaign as a 
throwaway, mailing piece and dealer 
handout. It features interviews on 
the paper towel with Katharine 
Fisher, director of Good Housekeep- 
ing Institute, and Grace Pennock, 
household editor of the Delineator. 

A novelty in the printed matter 
and advertising is the substitution of 
“thirsty cellulose” for “thirsty fi- 
bers,” a descriptive phrase featured 
in advertising for more than a dec- 
ade. 

That the campaign will be steadily 
expanded is implied by the depart- 
ure for Chicago this week of the 
shock troop sales workers. Copy is 
placed by the J. Walter Thompson 
Company. 


Appoints Representatives 
The Louisville Herald-Post has ap- 

pointed Lorenzen & Thompson na- 

tional advertising representatives. 


Miss McEvilly Elected 

Evelyn McEvilly has been elected 
secretary of Photoplay Publishing 
Company, Chicago. 


Four for Chandu 


The Citrus Soap Company has 
added four stations to its set-up for 
broadcasting “Chandu the Magician.” 
which started over KNX, Hollywood, 
in September. The new outlets are 
KXA, Seattle, KWJJ, Portland, 
KORE, Eugene, Ore., and KMED, 
Medford, Ore. 


Is Made Vice-President 


Hugh L. Rusch, formerly associ- 
ated with Johns-Manville Corpora- 
tion and Arthur C. Nielsen, Inc., has 
been elected vice-president and east- 
ern sales manager of Northern Pump 
Company, Minneapolis, which com- 
pany he joined 18 months ago. 


Name Hutchins 


Bloomer Bros. Company, Newark, 
N. Y., maker of ice cream pails, egg 
cartons, waxed cartons for food, etc., 
has appointed Hutchins Advertising 
Company, Rochester, N. Y. Trade 
papers and direct mail will be used. 


Pioneer to Fensholt 
Advertising of the Pioneer Gen-E- 
Motor Corporation, Chicago, has been 
placed with the Fensholt Company, 
Chicago. 


Fletcher Moves 


Dave Fletcher has been transferred 
from the Chicago office of Underwood 


A Specialty Shop Checks 


Up on the 


HOMES THAT BU 


“We have checked your subscribers in this city 
against active accounts in our store... .Their 
annual buying is way above our average ac- 
count in dollars and cents....Of particular 
interest is the fact that merchandise purchased 
by these people is in our more exclusive de- 
partments handling high quality merchandise. 
Incidentally, all these people have excellent 


99 


ratings.... 


Specialty shops are the shopping places for people to whom style and 
quality are the first consideration, and price the last. They wear better 
things, and they live better. Half a million such people read The Quality 
Group magazines each month. Their number and their buying inclina- 


tions establish them as the nation’s largest strictly quality market. And 
they can be most economically reached through the Quality Group ‘ 


magazines! 


THE QUALITY GROUP 


ATLANTIC MONTHLY 
CURRENT HISTORY 


THE FORUM 


REVIEW 


HARPERS 


MAGAZINE 
OF REVIEWS 


SCRIBNER’S MAGAZINE 


soston.cuicaco 997 Fifth Avenue, New York City sanra Barpara 


(Number 11 of a series of comments by business 
men on the buying habits of Quality Group sub- 


scribers in 


their 


communities, after carefully 


checking the Quality Group subscription lists. 
Writers name available.) 


ALN.A. TO SEEK 
INFORMATION ON 
NEW LEGISLATION 


Codes, Tugwell Bill, Copy 
Testing on Program 


New York, Nov. 9.—Administra- 
tion officials who argue that the Tug- 
well bill and similar suggested legis- 
lation should have the support of 
representative manufacturers are be- 
ing offered full opportunity to make 
converts to their faith at the annual 
meeting of the Association of Na- 
tional Advertisers at Washington 
Nov. 13-15. 


Seek Government Speakers 


Despite the fact that the advertis- 
ing organization will be conveniently 
assembled at their doorstep, there 
has been some difficulty in securing 
government representatives to ap- 
pear on the program. Practically 
all of Wednesday is being offered 
them and they may accept the invi- 
tation at any time right up to the 
close of the meeting. 

Closed sessions will be held Mon- 
day and Tuesday morning. Invited 
guests will be welcomed to the lunch- 
eon Tuesday and subsequent ses- 
sions. 

The election of officers will take 
place Monday. The two department- 
als, one on industrial advertising 
and the other on radio advertising, 
will hold sessions Monday evening. 
The industrial departmental will be 
resumed Tuesday afternoon. 


Conferences Planned 


Opportunities to relax during the 
three busy days will be afforded by 
the annual banquet Wednesday night 
and a reception and dinner Tuesday 
for members and their guests. The 
latter event is an innovation made 
to enable those attending to become 
better acquainted. 

No speakers are scheduled for the 
general and departmental sessions 
on Monday. The time will be de- 
voted to conferences on subjects of 
vital interest to advertisers at this 
time. During the course of the day, 
first-hand reports on many subjects 
will be received and taken up in 
open discussion. 

Among the matters to which much 
time will be given are legislation af- 
fecting advertising, codes relating to 
advertising, the report of the copy 
testing committee, and the report on 
the Outdoor Traffic Bureau and its 
studies on traffic and trade in rela- 
tion to trading areas. 

The program for the Tuesday 
morning closed session is as follows: 

“The Psychological Side of Copy 
Testing,” Henry C. Link. Psycho- 
logical Corporation, New York. 

“The Changing Habits of Consum- 
ers and Their Effects on Advertis- 
ing and Selling,” Dr. Walter C. Pit- 
kin, school of journalism, Columbia 
University. 

“Where Does Copy Research Be- 
gin and End?” Dr. George Gallup, 
Young & Rubicam, Inc., New York. 


Discuss Copy Testing 


The remainder of the morning 
session has been allotted to a copy 
testing clinic, at which Ken R. 
Dyke, advertising manager of Col- 
gate-Palmolive-Peet Company, Chi- 
cago, will preside, and a discussion 
of plans for the future copy-testing 
program of the association. 

Edgar Kobak, president of the 
Advertising Federation of America, 
and W. C. D’Arcy, chairman of the 
board of the American Association 
of Advertising Agencies, will make 
addresses at the luncheon Tuesday. In 
the afternoon, Willard M. Kiplinger, 
head of the Kiplinger Washington 
Agency, will discuss “Intimate 
Glimpses of Washington News,” 
and answer questions on topics cov- 
ered in his talk. 

The first, and, so far, the only 
speaker Wednesday will be Dr. 
Melvin T. Copeland, professor of 
marketing, graduate school of busi- 
ness administration of Harvard 
University. His subject will be, “Re- 


—_ 


ARRANGES MEETING 


—— 


Paul B. West, managing director, 
Association of National Advertiser; 
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tion.” 

The remainder of the day is being 
held open for government officials 
and representatives, who are being 
asked to interpret various gover. 
ment policies of interest to national 
advertisers. 

A speaker of national prominence 
will address the meeting at the ban. 
quet Wednesday. The advertisers 
will be entertained through the cour. 
tesy of the Columbia Broadcasting 
system, which will have George Jes. 
sel, Belle Baker, the Boswell sisters 
and other stars on hand. 

Dr. Raymond T. Moley, editor of 
Today and former head of the “brain 
trust,” will speak at the Tuesday 
dinner. 


Tek Makes Bold 
Exchange Offer 


New York, Nov. 9.—If after a two 
weeks’ trial purchasers of Johnson 
& Johnson’s Tek tooth brush do not 
agree that it is the best they have 
ever used, the company, in a one-city 
newspaper test, offers to exchange 
the purchase for any other nation: 
ally advertised brush the customer 
may choose. 

The offer applies currently only in 
Baltimore, where the test ends Nov. 
25. Ferry-Hanly Advertising Co, 
Inc., is in charge of Tek advertising. 
Some of the copy in the test has ru 
1,200 lines. 

The copy describes the offer as “the 
most challenging better teeth cam: 
paign” ever undertaken and _ points 
out that better teeth depend on using 
a better tooth brush. 

Customers wishing to exchange the 
Tek brush under this offer need only 
to identify themselves by writing 
their names and addresses on the 
carton in which the brush is re 
turned. 

It is specifically stated that the 
exchange offer embraces only othe 
nationally advertised tooth brushes. 
There are but two of importance, 
Dr. West’s and Pro-Phy-Lac-Tic, at 
cording to the agency. 


Two New Accounts to 
Fuller & Smith & Ross 


Fuller & Smith & Ross, Cleveland, 
have been awarded the accounts 0! 
Standard Register Company, Dayton. 
O., and Leisey Brewing Company, of 
Cleveland. 

Business and trade papers and d: 
rect mail will be used to push the 
new Standard Register “Kant Slip’ 
forms. 


“Bonfort’s” Omitted 


In a list of distillery trade paper 
published in the Nov. 4 issue of At 
VERTISING AGE, Bonfort’s Wine ané 
Spirit Journal, a consolidation of 
Bonfort’s Wine and Spirit Circular 
and Modern Distillery, was inadver 
tently omitted. 


Studio Adds to Staff 


A. R. Pomeroy, formerly — with 
Maxon, Ine., has joined Fawn Att 
Studios, Inc., Cleveland, and Arthu 
C. Roberts has joined the Detroit 
office. 
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aff MOST NEWSSTAND e« MORE WAGE-EARNERS HOMES 


Campbell's Soups 


launch advertisin ¢ campaign in 


MERICA’S Premier Magazine Advertiser is 
now advertising in America’s Largest News- 
stand Selling Magazine. The Campbell Soup Com- 
pany are old hands at this business of magazine 
advertising. New publications are subjected to 
careful, searching ‘scrutiny before addition to the 
Campbell Soup list. Under consideration by the 
Campbell Soup Company for some time, True 
Story has passed all tests. The decision is ‘‘Let’s 


1 


use True Story as a powerful new sales force 
suited to the times.” 
“REASONS WHY” 

Many and potent are the arguments which recom- 
mend True Story for national advertisers seeking 
volume sales. Let us tell you the full story of True 
Story—let us show you facts and figures on sales 
punch from advertisers’ own records. True Story 
Magazine, 420 Lexington Avenue, New York, N. Y. 


True Story Magazine 


on Develop NEW sales from a NEW group of magazine readers 


A statement by 
H. F. Jones, Advertising Manager, 
Campbell Soup Company 


Two features of True Story appeal 
particularly to us as reasons for our 
selecting it to carry Campbell’s Soup 
advertising. 


1. Campbell’s Soup is sold in every nook 
and cranny of America. We wish to tell 
our story to everybody, hence the fact that 
True Story reaches nearly 2,000,000 homes, 
in the main not reached by other publica- 
tions, enables us to now put our advertise- 
ments before this large number of sub- 
stantial families. 


TRUE STORY IS MY FAVORITE 
AND CAMPBELL'S SOUP ALSO— 
THE ONE IS FILLED WITH THRILLERS, 


THEY'RE TELLING IN TRUE STORY 
A STORY THAT IS TRUE- 
THAT CAMPBELL'S SOUP IS SURELY 
A HIT WITH ME AND You! 


THE OTHER MAKES YOU GLOW! 


2. The fact that True Story has the largest 
newsstand sale of any magazine in the 
world certainly shows its readers prefer it, 
and assures us further that it is going to 
people who have money to spend and are 
spending it. 


Advertising Manager, 
Campbell Soup Co. 


Other New National Advertisers 
Using TRUE STORY This Fall 


Campbell Soup Co. Carter's Underwear 


RCA-Victor Co. Junis Cold Cream 

Scott Paper Co. Columbia Pictures 

Pineapple Producers White's Cod Liver Oil 
Ass'n. Tablets 

Northern Paper Mills Kool Cigarettes 

Vicks Voratone Kalms (Johnson & Johnson) 

Santro Baby Nipples Sleep Safe Baby Harness 

Resinol Ointment LaCross Liquid Nail Polish 


Lady Esther Face Cream Clopay Window Shades 
United Prune Growers of California 
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Advertising Seems to Be Pretty Well 
Regulated Now 


Indications from Washington are 
that advertising is one of the activi- 
ties which the present national ad- 
ministration would like to regulate 
by specific legislation. The Tugwell 
amendments to the food and drugs 
law, following the rigid rules for 
advertising included in the new se- 
curities act, define the policy. Other 
proposals affecting advertising will 
undoubtedly follow if the Tugwell 
bill is enacted into law. 

The discussion of advertising by 
critics outside of advertising, who 
usually speak as representatives of 
the consumer, would lead one to be- 
lieve first, that the consumer is be- 
ing exploited and defrauded through 
advertising, and second, that no reg- 
ulation of advertising now exists. 
Neither premise happens to be within 
hailing distance of the facts. 

Most advertising is honest, and 
represents an information service of 
real value to the consumer. The 
growth of advertising is the best evi- 
dence that it pays both the adver- 
tiser and his customers, because con- 
tinued advertising in behalf of un- 
worthy products could not possibly 
be maintained. The percentage of 
advertising which represents a haz- 
ard to the health or the pocket-books 
of the public is exceedingly small, 
and that minute division of adver- 
tising is effectively policed by many 
kinds of regulatory and supervisory 
activities. 

Under the NRA we have many 
codes of fair trade practice, and most 
of them include regulations of ad- 
vertising. The NRA is not intended 
to be a permanent organization, but 
the trade practice features now be- 
ing developed will probably be re- 
tained after the emergency which 
created them has passed. The Fed- 
eral Trade Commission, operating 
under the Clayton law, was estab- 
lished to protect business against un- 
fair competition, and advertising 


which is believed to come under this 
classification is frequently the sub- 
ject of the complaints investigated 
by the commission. The postal laws 
make it a felony to use the mails to 
defraud, and advertising which em- 
ploys the facilities of the U. S. Post 
Office is therefore constantly under 
surveillance and investigation if it is 
complained of by the public. 

The National Better Business Bu- 
reau and the numerous local bureaus 
are another police force which checks 
advertising and merchandising prac- 
tice. Related to the former is the 
advisory committee representing all 
advertising interests to which adver- 
tising under fire as to truth or eth- 
ical features may be submitted. 
These groups are created by and op- 
erated through advertising itself— 
the answer to the question as to what 
is being done to eliminate untruth- 
ful or unfair advertising. 

Most states and cities have local 
statutes and ordinances covering 
fraudulent or dishonest advertising. 
This represents such a small fraction 
of the total that the laws against it 
are seldom invoked. Much more im- 
portant is the work done by publish- 
ers and other owners of mediums to 
eliminate advertising of an improper 
or questionable nature offered to 
them, and every important medium 
refuses thousands of dollars’ worth 
of copy every year, because of this 
policy. 

Because advertising, like selling, 
is a normal business activity, and is 
part of many other business opera- 
tions, the general and special laws 
affecting it now serve to eliminate 
99.44 per cent of all advertising that 
is definitely objectionable. The re- 
mainder consists of border-line or 
twilight-zone cases, with which the 
expert opinion of the advertising 
and publishing business, rather than 
the heavy-handed methods of gov- 
ernment employes, is best fitted to 
deal. 


More Showmanship in Advertising 


Advertising to build interest in 
advertising is not at all new, but a 
number of new wrinkles are being 
used now to insure the best possible 
reception of the copy. 

Recent examples are the advertis- 
ing of the Curtiss Candy Company, 
which backed up a color-page in 
American Weekly with half a dozen 
smaller advertisements in the same 
issue calling attention to it, and the 
four-quarter page advertisements in 
the current issue of the Saturday 
Evening Post referring the reader to 
the full-page for Nash Motors in the 
same number. 


Radio advertisers have discovered 
that it is good business to build au- 
diences for their programs through 
newspaper and magazine advertising 
based on their sponsorship of impor- 
tant features. The use of space on 
the radio pages of newspapers call- 
ing attention to the advertiser’s pro- 
gram going on the air the same 
night is especially effective. 

The whole trend is in the direction 
of better showmanship in the pres- 
entation and merchandising of ad- 
vertising, and perhaps we have to 
thank the broadcasting field for that. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 536. Up-to-date Facts About the 

Ladies’ Home Journal. 

A tabulation, in booklet form, of 
salient features about the Ladies’ 
Home Journal. Includes a discussion 
of circulation, editorial content, helps 
to advertisers, etc. 


No. 514. Every Woman Leads a 

Triple Life. 

“Is a woman a creature of pleas- 
ure and romance? A purely domestic 
genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall’s Magazine into 
“three magazines in one.” 


No. 462. Route List of Retai] and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 513. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de 
veloped by Einson-Freeman Com- 
pany. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book. 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 526. Where the Wholesaling Is 
Done. 


A very complete and detailed anal- 
ysis of wholesaling in the automo- 
tive equipment field, giving data by 
sections and jobbing centers, with 
much valuable information on the 
relative importance of all leading 
cities in the country in this respect. 
The survey was made by Neal G. 
Adair, managing editor of Motor, by 
whom it is published, in cooperation 
with 50 manufacturers who sub- 
mitted detailed information on dis- 
tribution. 


No. 519. A Study of the Farm Mar- 
ket of Eastern Canada. 


This booklet will give the reader 
an insight into the farm market of 
Ontario, Quebec and the Maritime 
provinces. There is also much data 
on brand preferences, use of prod- 
ucts, etc., which has been gathered 
in a survey conducted by The 
Farmer, which published the book- 
let. 


No. 510. How Beer Jobs are Being 

Installed. 

A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip 
ment for retailers. Printed by Do- 
mestic Engineering. 


No. 520. Canadian Home Journal 
Circulation Analysis. 


A comprehensive analysis of Ca- 
nadian population, families and cir- 
culation of Canadian Home Journal, 
by provinces, cities, counties, etc. 
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"This garage you're building is certainly using up a lot of 
that cement, dear." 


—Life 


Voice of the Advertiser 


Marco Morrow 


Discusses Profits 

To the Editor: Re your editorial, 
“The Tugwell Theory of No Profits.” 

Ernest K. Lindley, Washington 
correspondent of the New York Her- 
ald Tribune, in his just-published 
book, “The Roosevelt Revolution,” 
succinctly sets forth the theory of 
the new deal: 

“The United States slowly began 
to realize that individual initiative 
and free competition, when given full 
play, threatened the extinction of 
both... The ultimate objective of 
the revolution is a stable economic 
system. .. A new perspective is re- 
vealed in the realization that the 
farmer must be enabled to buy and 
in the first steps toward the substi- 
tution of labor for capital as the fixed 
charge against industry. .. The 
money-accumulating motive can still 
be utilized. The feed-bag can be dan- 
gled in front of the capitalistic 
horse; he may perhaps be allowed 
an occasional appetizing mouthful, 
but he must never be permitted to 
get his head sunk deep in the bag. 
The poor animal only knows that 
when he was a young colt the con- 
tents of the feed-bag made him grow. 
He isn’t aware that if he persists in 
his coltish habits the only result will 
be an acute case of indigestion lead- 
ing to his early death.” 

Seems logical? 

Marco Morrow, 


Assistant Publisher, 
The Capper Publications, 


Topeka, Kan. 


* F 


The Race for “First” 


Gets Going Once More 

To the Editor: Now, I suppose you 
will have a deluge of “first” Abe 
Martin style advertisements. 

We didn’t enter Valvoline Oil Com- 
pany’s Sandy McTightish in the 
Scotch poster “first” contest, although 
Sandy appeared on Pacific coast 
painted bulletins during August, 1932, 
because Sandy himself vetoed the ex- 
penditure for the necessary three-cent 
stamp. 

But when Sandy saw page 2 of 
your interesting Oct. 28 issue, he just 
couldn’t resist the chance of getting 
some free publicity. 

To the best of my knowledge, the 
enclosed is one of the first advertise- 
ments ever designed on the Abe Mar- 
tin editorial style but portraying a 
character other than Abe. This ser- 
ies first appeared in the Richmond, 
Va., News-Leader, starting Oct. 14, 
1932. During the course of a ten- 


week’s campaign in Richmond, the 
number of Valvoline dealers in 
creased from 12 to approximately 40, 

The slogan, “Be Thrifty—Buy 
Quality,” was the result of a Val- 
voline slogan contest which closed 


SAYS 
Sandy McTightish 


Wednesdays. 


ANDY also saves money on 
repair and oil bills using 
Valvptine, the Thrift Oil of wo- 


quart. But 
longer, Valvoline Motor Oi! 
costes less to use—per mi c 
month—per year! 


March 27, 1932. Seventeen different 
contestants from ten states sent in 
this suggested slogan. On the first 
of April, 1932, we announced Sandy's 
Topsy-like birth to Valvoline sales 
men. Since then, Valvoline’s Sandy 
has appeared in person playing his 
bag pipe at sales conventions, tell: 
ing his jokes over the air waves, on 
the front covers of consumers fold- 
ers, etc. 
Sam MaAtcom Levy, 
Keelor & Stites Company, 
Cincinnati, 0. 


7. F 9 


Buckhout Goes 
Cole One Better 


To the Editor: I was very much 
interested in reading in your “Get 
ting Personal” column in the Oct. 28 
issue of ADVERTISING AGE, that Mr. 
Cole has a copy of Vol. 1, No. 1, of 
Harper’s, 1850. 

I think I can go Mr. Cole one bet: 
ter as I have two copies of this vol- 
ume as well as one of Vol. 2, 3, 4 and 
5. Perhaps you would be interested 
in knowing that I also have in my 
collection of old magazines, Vol. 1, 
2 and 3 of the Family Magazine, dat 
ing from 1833 to 1835; Vol. 1, 1862, 
of Continental Magazine; Vol. 1, 1866, 
of Every Saturday Journal; Vol. 2, 
1862, of Galary Magazine; Vol. 1 of 
Appleton’s Journal, dated 1869. 


RussE..t BucKHOovt, 


Frank A. Munsey Company, 
New York. 
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A NEW ERA 


IN ADVERTISING* 


By W. D. KRUPKE, General Sales Manager 
FEDERAL ELECTRIC COMPANY, CHICAGO 


WHY FEDERAL IS RESPONSIBLE IN LARGE MEASURE FOR 
PRESENT-DAY ADVERTISING PRACTICE; WHY FEDERAL CON- 
TINUES TO EXERT A FAR-REACHING INFLUENCE IN THE ADVER- 
TISING FIELD; AND WHAT THESE FACTS MEAN TO YOU, ARE 
EXPLAINED BY MR. KRUPKE IN THE ACCOMPANYING ARTICLE. 


I have just read a new and comprehensive text- 
book on advertising procedure in which appears a 
section devoted to electric signs, which fact, of 
course, seems in itself of little importance. 


However, when we consider that prior to the 
publication of this particular book no other text- 
book on advertising did more than merely mention 
electric signs (if it did that), then this section on 
electric signs takes on added significance. 


For it shows us that colleges and universities are 
beginning to realize the very real value of electrical 
advertising to business and industry in general, and, 
what is most important, that they are teaching this 
fact to the executives of tomorrow—something that 
has never been done before. 


Still further significance is attached to this section 
on electric signs when we also realize that text-books 
record only generally accepted practices in the fields 
with which they are concerned. Hence, when a 
text-book devoted to advertising procedure includes 
a section on electric signs, we have still another in- 
dication of the well-known fact that business and 
industry in general have now accepted electrical 
advertising as a component and essential part of a 
properly rounded out advertising campaign. 


Since it is only within recent years, however, that 
business and industry have so accepted electrical 
advertising to a marked extent—have come to realize 
its importance as an integral part of a general 
advertising campaign—it seems fitting to consider 
the part that electrical advertising has played in 
bringing about this “New Era in Advertising.” 


And that this marked increase in the acceptance 
of electrical advertising during the past decade— 
this new conception of the scope and function of 
electric displays—has resulted in a New Era; that 
Federal has played an important part in the evolu- 
tion of this new era and will continue to play an 
important part in present day advertising practice; 
it shall be my purpose to point out in this article, 
that we may realize more fully the value of our 
product and of our service to contemporary busi- 
ness and industry. ... 


Seven or eight years ago, as is well known, elec- 
tric signs, from an advertising standpoint, were 
“Just signs” in the eyes of business and industry. 


About that time, however, a careful study and 
analysis proved conclusively to us that a general 
advertising campaign, whether it be a campaign 
entered into by a local advertiser, or by a national 
advertiser interested in reaching the consumer, was 
not complete, and would not result in the greatest 
return to the advertiser, unless aided and abetted 
by electrical advertising. 


But as long as the “just signs” idea existed in the 
minds of our prospects, it would be, we saw, exceed- 
ingly difficult to enable them to see the facts in the 
matter. To sell “just signs,” therefore, we quickly 
considered ‘‘taboo.” 


Consequently, beginning then, and continuing to 
the present time, this company has made it its policy 
to approach its prospects with ADVERTISING 
IDEA S—ideas designed to do a specific job for a 
specific business—has made it its policy to sell elec- 
trical advertising, rather than “just signs.” 


It has been our policy since then to point out to 
our retail store prospect, through our representa- 
tives, the desirability of an electric display over his 
store, not alone as a means of identification, but as 
a means of increasing the returns on his other forms 
of advertising. We have pointed out to him the 
desirability and value of using a reproduction of his 
display as a trade-mark; the desirability of using a 
reproduction of his display on his letter heads, in- 
voices, blotters, direct mail, and in his newspaper 
advertisements, that a complete tie-in, and conse- 
quently a greater return on his advertising dollars, 
may be effected. 


Similarly with the national advertiser. To the 
national advertiser we have explained the desir- 
ability of “electric spectaculars” in metropolitan 
centers for the purpose of enabling him to back up 
his other forms of advertising, and have pointed out 
to him the desirability of electric displays erected 
over his dealers’ stores, that more profitable returns 
on local advertising run by him, or by his dealer, 
may be effected. 


But once this new sales policy was under way— 
this new policy of selling advertising ideas rather 
than “just signs” to both retail store owners and 
national advertisers, through our representatives— 
we did not stop there. 


In addition, we launched an extensive campaign 
which had as its purpose pointing out to retail store 
owners and to national advertisers, through trade 
journals, our NEW idea back of electrical advertis- 
ing. This campaign pointed out the necessity of 


~ W.D. KRUPKE | 


Reprinted from “Saleshelps,” house organ 
for salesmen of Federal Electric Company, 
225 North Michigan Avenue, Chicago. 


Offices in Principal Cities 


—The Editor. 


electrical advertising — if newspaper advertising, 
direct mail, and all other forms ot advertising were 
to result in full value being obtained from them. 


And the list of some one hundred and twenty-five 
trade journals carrying this campaign constituted a 
veritable “WHO’S WHO?” of trade journals. 


Hence, we brought to our prospects, both through 
our sales representatives and through magazines, a 
new conception of the electric display—a conception 
based on advertising fundamentals. 


And the effect of this new sales policy as placed 
in operation through our sales representatives, and 
through trade journals, eventually began to tell. 


“Just signs” gave way more and more to “elec- 


trical advertising,” and all that it meant to the 


advertiser. 


Retail store owners and national advertisers be- 
came more and more electrical advertising conscious 
—the acceptance of electrical advertising became 
gradually more and more pronounced. 


The New Era in Advertising was on its way! 


And today—a decade later—the New Era in 
Advertising IS HERE! 


For today, the retail store owner looks to elec- 
trical advertising as a component part of his adver- 
tising program, without which he cannot hope to 
realize the greatest returns on his other forms of 
advertising. 

e 


Today, the national advertiser looks to the elec- 
tric spectacular sign (and dealer signs) as an essen- 
tial part of a well rounded out advertising cam- 
paign, as witness the fact that more than 
$2,000,000.00 in Federal “spectaculars” are erected 
on Chicago’s Outer Drive, alone—an array of spec- 
taculars that has become known as Chicago's “Sky- 
line of Signs,’ an array of spectaculars rivaling in 
sheer brilliance, color, and dollars invested, the 
Knickerbocker state’s “Great White Way.” 


And today, advertising agencies, in sharp contrast 
to their attitude a decade ago, recognize electrical 
advertising as an important adjunct to other forms 
of advertising. 

a 


Truly, during the past decade we have witnessed 
the evolution of A New Era in Advertising—an era 
in which electrical advertising takes its rightful place 
among other widely used mediums in the successful 
marketing of various products and services. 


And that Federal blazed the trail—pioneered in 
the raising of “just signs” to a pinnacle of proved 
and recognized importance in the advertising field— 
should be to you a source of pride, as well as of 
outstanding significance. 


Outstanding significance, I say, because it means 
that you are the representative of a Company now 
recognized as the leader in the electrical advertising 
industry — the representative of a company which 
is the acknowledged Authority on_ electrical 
advertising. - 
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SUNKIST HEEDS 
COMPETITION OF 
NEW BEVERAGES 


Geissinger Outlines Results 
of Co-op Campaign 


Los Angeles, Cal., Nov. 8.—W. B. 
Geissinger, Sunkist advertising man- 
ager, told a meeting of the California 
Fruit Growers’ Exchange last Sat- 
urday that plans of the leading na- 
tional advertisers indicate a definite 
up-turn in business. Forty per cent 
of American sales organizations are 
reported to be increasing sales 
forces, and eighty per cent expect 
to spend more for advertising in 
1934 than in 1933, he said. Mr. Geis- 
singer has just returned from an 
extensive trip throughout the east. 


“In our own industry we are fac- 
ing strong new competition from to- 
mato juice, pineapple juice, beer and 
hard liquor,” said Mr. Geissinger. 
He declared that tomato juice pro- 
duction has risen to 4,500,000 cases 


in five years, and that if beer and 
liquor consumption is resumed at 
pre-prohibition figures, orange juice 
and lemonade will face a _ strong 
new competitor. 

Annual per capita consumption of 
oranges in terms of juice has 
reached less than one and one-third 
gallons, while beer consumption in 
the United States before 1919 was 
19% gallons and hard liquors almost 
one and one-half gallons per capita, 
he revealed. 


Reviews Sunkist History 


Mr. Geissinger told of the begin- 
ning of Sunkist advertising in 1907, 
a panic year, and commended the 
courage and foresight of the pioneer 
growers who backed it against heavy 
odds but with good results from the 
start. 

“While our growers have invested 
slightly over $18,000,000 in 26 years 
of Sunkist advertising, our annual 
investment is now less than one cent 
per year per consumer to reach 


122,000,000 people of the United 
States,” he said. 
“The industry is convinced that 


our consistent advertising effort has 
been sound, and many believe that 
the need for continued and even in- 
creased effort was never greater. 


Consumption Increased 


“We have seen the per capita con- 
sumption of citrus fruits increase 


SQUIBB SUN PURSUES SUN DODGERS 


= 


The novelty of viewing a sunrise, a courtesy extended by E. R. Squibb 

& Sons through their new Times Square spectacular, is startling New 

Yorkers accustomed to retiring just before Mother Nature puts on 

the spectacle. Squibb's own sun rises every minute from shimmering 

blue water between a village and a metropolis and in a wink is trans- 
formed into the Squibb symbol. 


— 


from seven pounds in 1907, to 37.5 
pounds in 19338, an increase of 428 
per cent in 26 years. The 1933 con- 
sumption consisted of 25% pounds of 


While you’re checking your 1934 budget for timing, 


for selectivity, don’t forget to 
for symptoms of that 


examine it carefully 


too-common' weakness: 


Urbalosis. Make sure it can plead, “NOT GUILTY”! 


Canada is a rich market—but it must be sold in its 
own way. Millions of dollars of profitable business 


in branded merchandise is done on farms. 


This 


market can be tapped only by the farm press! A 
Canadian budget built only on a city coverage suffers 


from Urbalosis. 


Perhaps your business is different. But don’t take it 
tor granted. Write today to Consolidated Press, 


Toronto. 


Let us show you the latest study of the 


farmer’s buying habits. Check up on your own brand 
against competition. This study gives you a fresh pic- 
ture of the sales possibilities of this prosperous mix- 
ed-farming district . . . a market, incidentally, which 
is most profitably reached through “The Farmer”. 


EASTERN CANADA’S RURAL MAGAZINE 
Every issue read in over 85,000 farm homes 


oranges, seven pounds of lemons and 
five pounds of grapefruit. 
“Compared with 1929 sales, arti- 
cles such as radios, watches and 
automobiles were off 45 to 75 per 
cent for 1932, and even manufac- 
tured foods were off nine per cent,” 
Mr. Geissinger reported. “We can- 
not shut down our factories like 
they can. Not only has our volume 
been maintained during the past 
three years, but stranger yet, our 
prices have not decreased as much 
as prices of most of the manufac- 
tured lines. The per capita con- 
sumption of oranges has increased 
31 per cent in the past five years, 
compared with the preceding five 
years,” he said. 

“We have only scratched the sur- 
face as far as presenting the health- 
ful merits of our fruits to the pub- 
lic. We are now beginning to ad- 
vertise the findings of recent re- 
search in which the Exchange co- 
operated and which shows the great 
value of fresh orange and lemon 
juice in the prevention and correc- 
tion of dental ills. This research 
will increase the consumption of or- 
anges and lemons for years to come, 
if we have funds with which to place 
it before the American public, and 
it is only one example of what can 
be done along that line.” 


Porter Exhibit Is 
Planned for New York 


Simultaneously with the moving 
of its New York office to the Para- 
mount Bldg., Continental Lithograph 
Company, Cleveland, will sponsor an 
exhibition of lithographic art, at the 
Hotel Chatham, New York. 

The exhibit is to be held Nov. 
21-24, 


School Has Agency 


American Landscape School, Des 
Moines, Ia., has placed its advertis- 
ing with Fairall & Co., Des Moines, 
effective Dec. 1. This agency has 
also been appointed to direct a radio 
campaign for D. Weeks & Co., pro- 
prietary medicine manufacturers. 


Birdseye Promoted 


Roger W. Birdseye, special repre- 
sentative of the Santa Fe Railway 
advertising department, Santa Fe, N. 
Mex., has been appointed assistant 
advertising manager with headquar- 
ters in Chicago. 


Campbell Appointed 


Animated Advertising Displays, 
Inc., Detroit, has appointed Thomas 
L. Campbell, 832 Fulton Bldg., Pitts- 
burgh, as representative for that ter- 
ritory. 


Gerth Gets Appliances 


Advertising of Handy Hopper Com- 
pany, San Francisco, maker of 
kitchen appliances, has been placed 
with Edwin P. Gerth & Co., San 
Francisco. Newspapers will be used. 


Jessie Holt Resigns 


Jessie M. Holt, for five years as- 
sistant advertising manager, Reo Mo- 
tor Car Company, has resigned to be- 


Whitman’s Copy - 
Recoils in West 


Los Angeles, Cal., Nov. 8.—The 
full-page advertisement of S. BP 
Whitman & Son, Ine., Philadelphia 
candy manufacturer, in the Sept. 22 
issue of The Saturday Evening Post; 
has stirred a storm of protest 
throughout southern California. 

The advertisement declared that 
“the whole world gives its best for 
Whitman’s chocolates,” and _illus- 
trated the statement with ten small 
color drawings showing twelve prod- 
ucts used in Whitman’s candies, ac: 
companied by a few words of expla: 
nation telling where the raw ma- 
terials were secured. 

What irked the loyal sons of Cali- 
fornia was the fact that not one of 
these twelve products was produced 
in the United States. | 
The righteous indignation of 
southern California editorial writers, 
speakers and private citizens over 
Whitman’s admission that so many 
of its ingredients came from foreign 
countries was fanned to a fierce out- 
burst by inclusion in the list of such 
products as almonds, cherries, dates, 
filberts and honey, all of which are 
produced in the Golden State. 
Editorials condemning the adver. 
tisement, and urging readers to do 
likewise, have already appeared in 
more than a score of smaller south- 
ern California newspapers, and it is 
understood here that large numbers 
of the local citizenry have taken the 
advertisement as a personal affront 
and have informed the company of 
their views. 


Research Gets 


Research Copy 
A New Headline 


Detroit, Mich., Nov. 9.—That the 
headline on the General Motors ad- 
vertisement on consumer research 
appearing in current issues of Satur- 
day Evening Post and Collier’s was 
itself determined by consumer re- 
search, was revealed by Merle C. 
Hale, of the corporation’s public re 
lations division, addressing the last 
meeting of the Adcraft Club of De 
troit. 

The advertisement, entitled, “Your 
Car as You Would Build It,” which 
tells the story of General Motors’ 
consumer survey activities, Mr. Hale 
related, was originally sent to the 
publications with the headline, ‘The 
Proving Ground of Public Opinion.” 
which is also the title of the research 
booklet which the corporation, dur- 
ing the past year, mailed to over a 
million car owners. 

Among the answers recently re 
ceived from recipients of the booklet 
were nine letters with the unsolicited 
suggestion that a better name for the 
booklet would be “Your Car as You 
Would Build It,’ the speaker said. 
That advice, he declared, was all that 
General Motors needed to prompt it 
to rush action on a new headline for 
the then forthcoming advertisement. 
The result is the one published. 


Printers Test Law 


A suit to determine whether print 
shops in Indiana are to be defined as 
manufacturers or retailers under the 
gross income tax law of the state, 
has been filed in Superior court in 
Indianapolis by Henkell-Randall- 
Warner Company. Retailers pay one 
per cent sales tax under the law, 
while manufacturers pay only one 
fourth of one per cent. 


Plans Radio Series 


Studebaker is planning a six-day 
Columbia radio series Nov. 11 through 
16, with Harry Richman, Kate Smith, 
Morton Downey, George Gershwin, 
and others. The special radio pres- 
entation will be of the same type as 
that which was used to introduce the 
1934 models. 


Appoint Armitage 
Hunting & Fishing and National 
Sportsman, Boston, have appointed 
Clayton P. Armitage, formerly assist 
ant advertising manager, Buick Mo 
tor Company, to represent them iD 


come Mrs. Henry Croll. 


Michigan and Ohio. 
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FXTRA BAND TO 
IVE PEDIGREE 
OF WHITE OWLS 


Philadelphia, Nov. 9.—The General 
cigar Company is running a test 
campaign in newspapers here featur- 
ing a second band placed on White 
Owl cigars as a guarantee of the 
quality of the filler used in their 
manufacture. 

The advertising’s theme is that to- 
|paccos, like wines, are “vintage” 
crops. Copy goes into considerable 
detail to develop this idea. 

The new band, placed at the fur- 
ther end of the cigar, merely states, 
“Grade A Filler from Vintage 
Crops.” Copy stresses the facts that 
tobaccos have good and bad crop years 
and that the label indicates use of 
filler tobacco grown under favorable 
conditions. 

The newspaper advertising is a 
repetition of extensive radio adver- 
tising carried on for several months 
past. This suggests the newspaper 
campaign may have been planned to 
make a comparison between the ef- 
fectiveness of the two mediums. 


Tells of Crop Changes 


One piece of copy, running 2,000 
lines, gave facts on weather condi- 
tions during “vintage” crop years, 
that is 1931 in Pennsylvania and 
1930 in Ohio, and in a poor crop 
year, such as 1930 in Pennsylvania. 
The “vintage” crop was grown with 
abundant rainfall, about 36.29 inches, 
and many cloudy, humid days, the 
copy said, as contrasted with dry 
idays, high winds and 26 inches of 
jrainfall which produced a “harsh, 
‘stunted and unfit” crop. 
“Rainfall...sunshine...temperature 
affect tobacco crops—just like ‘vin- 
tages’ of wine,” the advertisement 
continued. “The General Cigar Com- 
pany, with its vast control system, 
built up over the past ten years, 
knows the condition of approxi- 
mately every acre of filler tobacco 
grown in Pennsylvania and Ohio. 
These two states produce nearly all 
the filler tobacco grown in the 
United States.” 

It was further declared that over 
80 per cent of all the “grade A filler 
tobacco from every ‘vintage’ crop” is 
purchased by the company. A small 
amount of space was employed for 
a program announcement on _ the 
weekly White Owl broadcast. 


Co-op Catalog for 
Beverage Field Planned 


Rice-Steeg, Inc., 180 N. Michigan 
Ave., Chicago, has announced publi- 
cation, on Jan. 15, of a new coopera- 
tive catalog for breweries, distiller- 
ies, and wineries. Complete coverage 
of all plants operating now or start- 
ing in 1934, as well as all architects 
and engineers specializing in indus- 
trial work, is planned. The refer- 
ence book will be known as the 
B-D-W Catalog, and will be published 
annually. 

Principals in the new publishing 
company are James A. Rice, formerly 
with Architectural Forum, and Wil- 
liam F. Steeg, formerly with Build- 
ing Age. 


Lynn Meekins Dies 


Lynn Roby Meekins, who was the 
frst managing editor of Saturday 
Evening Post after its acquisition by 
Cyrus H. K. Curtis, and was literary 
editor of the Baltimore American for 
17 years, died Nov. 8 in London. He 
was 71 years old. 


Dunbar Is President 


D. G. Dunbar, publisher of the 
Estevan Mercury, Estevan, Saskatch- 
ewan, was elected president of the 
Saskatchewan division of the Can- 
)adian Weekly Newspapers’ Associa- 
» tion at the annual convention of the 
Organization in Regina. 


Organize Brewery 


The General Brewing Corporation 
has started construction on a five- 
story brewery in San Francisco, to 
Market Lucky Lager beer. McCann- 
Erickson, San Francisco, is in charge 
of advertising. 


Form Motor Corporation 


Consolidated Motors Corporation 
has been organized at Lima, Ohio. 
The company has purchased the local 
Relay plant, and will build pleasure 
automobiles, selling in the higher 
price bracket, and a complete line of 
trucks, under the name of Garford, 
designed for public utility use. 


Joins Mayers 


Roy F. Irvin, formerly with the 
Adcraft Press and California Fruit 
Growers Exchange, has joined the 
Mayers Company, Los Angeles, as ac- 
count executive. 


Form Distillery 
Merchants Distillery, Terre Haute, 
Ind., has been organized by Thomas 
Beggs, president, Paul W. Cleveland, 


Unfair Labor 
Charge Stirs 
Big Brewery 


St. Louis, Mo., Nov. 9.—Annoyed 
by the spreading of reports that the 
company was having difficulties with 
various labor organizations, An- 
heuser-Busch, Inc., used full page 
space in a large number of metro 
politan newspapers this week to ask: 

“Who says Anheuser-Busch has 
union labor troubles?” 


“Malicious Rumors” 


“Malicious rumors and false hand 
bills, claiming that Anheuser-Busch 
is unfair to union labor, have been 


widely circulated in an effort to hurt 
the sale of Budweiser, king of bot- 
tled beer, and Anheuser-Busch fine 
draught beers,” the copy said. 


Union Officials Testify 


“Who can say that Anheuser-Busch 
was not one of the first employers to 
welcome labor unions? Who can 
say that Anheuser-Busch have not 
for 40 years manufactured all their 
products, packed them, labelled them 
and delivered them with union 
labor—100 per cent union labor? 
Who prints and circulates these mal- 
icious handbills thet say ‘unfair’?” 

To clinch its argument the page 
contained the names of 18 officials 
of various unions, who “have given 
us signed statements to the effect 
that the world’s largest brewery is 
the friend of union labor.” 


Farm News Reporter 
Aids Insurance Sales 


An unusual program sponsored by 
the Farm Bureau Mutual Automobile 
Insurance Company, affiliated with 
Ohio Farm Bureau, Columbus, O., in 
which problems of current interest 
to farmers are discussed in informal 
fashion, is proving exceptionally ef- 
fective. 

The program is broadcast at noon 
daily over WLW, Cincinnati, and is 
placed by Bertha Koch Wulff, Colum- 
bus. 


Pick Appoints Ludgin 

Albert Pick Company, Inc., Chi- 
cago, maker of buffet supplies and 
equipment, has appointed Earle Lud- 
gin, Inc., Chicago, to handle its ad- 
vertising. Newspapers, trade jour- 
nals, and direct mail will be used. 


and H. G. Metcalf. 


HIS is a serious flight into 

fancy mathematics for 
tough executives who spend 
money on advertising. 

Out of every 100 women, exactly 
100 women do a lot of buying for 
themselves and for their families. 
And exactly 100 husbands frequently 
use the phrase “What did you buy 
that for?” with the result that what 
women buy turns out to be a happy 
combination of what they like plus 
what some male is going to think 
about it. 

It isn’t enough to convince the 
mythical woman who does 85% of 
the buying in retail stores. As an ad- 
vertiser, you must also convince the 
masculine shadow that inhabits her 
mind’s eye as she stands at the coun- 
ter. Is your product the ultimate 
word in style? Tell him too, that he 
may compliment her on her purchase. 
Is your product better in quality? 
Lower in price? Tell him, and rest 
assured that he will remind her. 

What about “women four for a 
penny”? Simply this. It is one'way of 


THE SHADOW OF A MAN 


figuring the cost of telling your story 
in Redbook. Divide approximately 
650,000 subscribers into $1,560 a 
page, and see for yourself. And we’re 
especially modest when we let it go at 


that. Forevery thousandcopiesofRed- 


book are read by 1480 women and 1420 
men—nearly three readers per copy. 


STANDS BEHIND EVERY 


You say you don’t want to pay 
extra for male circulation? You 
don’t have to! It costs you 30% 
less to reach both sides of the 
family in Redbook than it costs 

to reach women alone in one-sex maga- 

zines. Even if it didn’t help to have 
men read your advertising (an unlikely 
situation) it would still cost less to 
reach women alone in Redbook. 

Sell the family and you sell all. 

Redbook Magazine, 230 Park Ave., 


New York. 
x * * 

NOW A BOOK-LENGTH NOVEL, 
a $2.00 bookstore value, is printed 
complete in every issue of Redbook, 
in addition to the regular contents. 
Result? More interest in Redbook, 
more readers for your message, plus 


- the long life for your advertisement 


only a monthly magazine can give. 


WOMAN WHO BUYS 
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ADVERTISING AGE 


November 11, 1933 


—— 


COORDINATION 
ADDS PUNCH 10 
LIGHTING COPY 


New York, Nov. 9.—Coordination 
of advertising of local power com- 
panies through the Edison Electric 
Institute has developed such interest 
among the members that the cam- 
paign on “better light—better sight” 
will in many instances be continued 
throughout the winter. It was orig- 
inally scheduled to run in October 
and November. 


The funds of the Edison Electric 
Institute are limited and the organ- 
ization has contented itself with the 
issuance of “Lighting News,” a small 
paper which ties together the efforts 
of local companies by indicating the 
general theme, with suggestions as 
to how it is to be carried out. 


Show Model Homes 


This plan has resulted in a much 
larger volume of newspaper adver- 
tising than would have been used 
under ordinary conditions. In some 
cases, manufacturers of lamps and 


lighting fixtures have contributed to 
the local advertising fund. 

In Louisville and St. Paul, the lo- 
cal company has featured model 
homes in which lighting facilities 
meet modern standards. In Louis- 
ville, this is a permanent exhibit, 
while in St. Paul, the Northern 
States Power Company erected a 
nine-room bungalow to exemplify 
both good lighting and stylish and 
comfortable furnishings. Both are 
to be changed periodically in order 
that the bungalow will always have 
something new to offer. 

The Commonwealth Edison Com- 
pany, Chicago, is featuring indirect 
lighting fixtures for the home. 

The same thread runs through all 
of the advertising in more than a 
seore of cities. “Only ten years old 
—yet she'll soon be wearing glasses 
for the rest of her life.” This ex- 
emplifies the general approach, cal- 
culated to awaken maternal alarm 
and concentrate attention on effi- 
ciency as well as beauty in home 
illumination. 

Cc. E. Greenwood is directing the 
campaign for Edison Electric Insti- 
tute. 


Name Walker & Downing 


Advertising of the Art Institute of 
Pittsburgh and the Carnegie Insti- 
tute of Technology, Pittsburgh, has 
been placed with Walker & Downing. 


Marginal Note 
Adds Punch to 
G. E. Message 


New York, Nov. 9.—What is be- 
lieved to be the first purchase of 
marginal space in a national publi- 
cation, in a form other than a bleed 
page, has been made by the General 
Electric Company, whose page in the 
Nov. 18 issue of Liberty incorporates 
as a separate element a line in long- 
hand facsimile simulating a message 
from a reader to another member of 
the family. 

The product advertised is a photo- 
flash lamp, and the marginal mes- 
sage reads, “George: Here’s the way 
to get your pictures for the Liberty 
contest.” By this means a tie-up is 
effected with an editorial feature, a 
home snapshot contest in which $5,- 
000 in cash prizes is being offered. 

According to Liberty, any adver- 
tiser using a space unit of one col- 
umn or more may buy marginal 
space above, below or on either side 
of his advertisement. The rate, which 


applies on the marginal space actu- 


ally used, is proportionate to the rate 
for the space unit used within the 
type page. 


Printing and Adver- 
tising Advisers 


We assist in securing cata- 
logue compilers, advertising 
men, editors, or proper 
agency service, and render 
any other assistance we can 
toward the promotion, prep- 
aration and printing of 
catalogues and publications 


Our SPECIALTIES 


(1) Catalogues 

(2) Booklets 

(3) Trade Papers 

(4) Magazines 

(5) House Organs 

(6) Price Lists 

(7) Also Printing 
Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment. all or 


any part of which is at your command, 
embraces: 


TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual, as well as Color) 


BINDING 
(The Usual, also Machine Gathering, 
Covering and Wireless Binding) 
MAILING 
ELECTROTYPING 


Sr 


One of the largest and most completely equipped 
printing plants in the United States 


Catalogue and Publication 


Printers 


Artists : Engravers : Electrotypers 


Make a Printing Connection with a Specialist 
and a Large and Reliable Printing House 


Business Methods and Financial Standing the Highest. (Inquire of Credit Agencies and First National Bank, Chicago, Illinois) 


PROPER QUALITY 


Because of up-to-date equipment and best workmen 


QUICK DELIVERY 


Because of automatic machinery—day and night service 


RIGHT PRICE 


Because of superior facilities and efficient management 


Our large and growing business is because 
of satisfied customers, because of repeat 
orders. We are always pleased to give the 
names of a dozen or more of our customers 
to persons or firms contemplating placing 
printing orders with us. Don’t you owe it 
to yourself to find out what we can do 
for you? 


DAY and NIGHT 
Operation 


The best quality work 
handled by daylight 


You will find upon investi- 
gation that we appreciate 
catalogue and _ publication 
requirements and that our 
service meets all demands 


Use NEW TYPE for 


Catalogues and 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system— 
having our own type foundry—we use 
the type once only, unless ordered held 
by customers for future editions. 


Clean Linotype 
and Monotype 
Faces 


We have a large number of linotype 
and monotype machines and they are 
in the hands of expert operators. We 
have the standard faces, and special 
type faces will be furnished if desired. 


Good Presswork 


We have a large number of up-to-date 
presses—the usual, also color presses 
—and our pressmen and feeders are 
the best. 


ENGRAVING 
DESIGNING 
ART WORK 


If you want advertising service, plan- 


q 


Consulting with us about your printing 
problems and asking for estimates does not 
place you under any obligation whatever. 


Binding and 
Mailing Service 


ning, illustrating, copy writing, and as- 
sistance or information of any sort in 
regard to coe advertising and print- 
ing, we will be glad to assist or advise 
you. If desired, we mail your printed 
matter direct from Chicago—the cen- 
tral distributing point. 


Executives: 
LUTHER C. ROGERS, Chairman 

| Board Directors 
| A.R. SCHULZ, Pres. and Genl. Mer. 
| W._E. FREELAND, Secretary and 
] Treasurer 


Let Us Estimate on Your Next Printing 
The LARGE and the SMALL ORDERS 


(We Are Strong on Our Specialties) 


- Printing Products Corporation 


Telephone Wabash 3380—Local and Long Distance 


CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 


Polk and La Salle Streets, Chicago, Illinois 


We have up-to-date gathering, stitch- 
ing and covering machines; also do 
wireless binding. The facilities of our 
bindery and mailing departments are 
so large that we deliver to the post- 
office or customers as fast as the 
presses print. 


Executives: 
H. J. WHITCOMB, 
ice President Publication Sales 


J. W. HUTCHINSON, 
Vice President Catalogue Sales 


BANANAS BLOOM 
AS VEGETABLES 


New York, Nov. 9.—The philosophy 
from which a series of half a dozen 
advertisements has been developed 
for use in connection with cooking 
schools by the Fruit Dispatch Com- 
pany is that “news makes the banana 
new.” Based on this reasoning is a 
group of newspaper advertisements 
giving new recipes and pointers on 
selecting the fruit. 
During the fall, the series will be 
used in a tieup with 29 newspaper 
cooking schools and with those 
staged by the Kroger Food Founda- 
tion, which is associated with the 
Kroger Grocery & Baking Company. 
Banana advertising in the Kroger 
tie-up appears in a special section 
which is published in local newspa- 
pers for the food chain. The Kroger 
Food Foundation’s tested and ap- 
proved seal appears in the copy, 
which runs 1,200 lines, and there is 
further mention of the Kroger con- 
nection in the advertisement. 
Coupons are employed to facilitate 
distribution of a new 24-page recipe 
booklet, “The New Banana.” Before 
getting down to recipes, the booklet 
presents a somewhat humorous dis- 
cussion of the fruit in a news-weekly 
style, employing captions such as 
“National Affairs,” “Foreign News,” 
“Scientific News,” “Marketing News” 
and “Touchstones.” This material is 
introduced as “Quick facts—easy to 
digest like the banana.” 


“Both Fruit and Vegetable” 


The Fruit Dispatch Company has 
its eye on a potentially broad market 
in promoting the food as “both fruit 
and vegetable...nature’s master- 
piece.” 

Housewives are told how to select 
bananas in their various stages of 
ripeness. Copy points out that ba- 
nhanas are vegetable when tipped 
with green, and can be cooked and 
served as any vegetable is. They are 
either vegetable or fruit when the 
skin is a mellow yellow, and may be 
handled as either. When flecked 
with brown, the fruit is fully ripe, 
readily digestible, suitable for salads. 

Combined, the cooking school 
newspaper series, booklet and lec- 
turer for cooking school programs 
seek to cultivate a wider consump- 
tion of bananas by submitting rec- 
ipes for breakfast, luncheon and din- 
ner, for serving with meats and in 
sandwiches, for salads, hot breads 
and cake, for desserts and for chil- 
dren. Batten, Barton, Durstine & 
Osborn, Inc., directs the account. 


Named Vice-Presidents 


Tolbert C. Miller, formerly catalog 
art director for Montgomery Ward 
& Co., Chicago, and C. Watson Cheney 
have been elected vice-presidents of 
the Graphic Arts Company, Hart- 


A.B.C. Interim — 


Reports Issued 
By Big Papers 


Chicago, Nov. 9.—While only a 
small percentage of the magazine 
and farm paper members of the 
Audit Bureau of Circulations availed 
themselves of the opportunity to 
make the interim quarterly reports 
recently authorized, those which did 
so include some of the largest in the 
country. 

This is in marked contrast with 
the newspaper field, where only a 
few of the smaller papers submit- 
ted quarterly reports. 

The deadline set for magazines 
and farm papers was Nov. 1. The 
reports covered the three months 
ended Sept. 30. 

The plan of interim statements 
was adopted at the insistence of 
agencies, a number of which laid 
great stress on the value of up-to. 
date circulation reports. The in- 
terim statements are optional with 
the publishers. 

The results of the experiment 
present an anomaly, inasmuch as 
newspapers, valued by many adver- 
tisers for their flexibility, appear to 
be less interested in emphasizing 
this feature than do the magazines 
and farm papers, which have not 
been largely used for “spot” adver- 
tising. 


Four New Accounts 


to Bowers, Chicago 


The Chicago office of Thos. M. 
Bowers Advertising Agency has ac- 
quired the following accounts: De 
laney & Murphy Company, Chicago, 
importers of wines and liquors, to 
use newspapers and outdoor in the 
middle west; John E. Fells & Sons, 
Ltd., London, England, distillers and 
wine merchants; 

Morand Beverage Company, Chi- 
cago, distributors and importers of 
wines and liquors, to use newspapers 
and outdoor in Illinois; and Royal 
Distillers, Ltd., Chicago, to use news- 
papers, magazines and outdoor. 


Martin and Hobart 
Join Savage Company 


Drew N. Martin and George H. Ho- 
bart, Jr., both formerly with Corday 
& Gross Company, Cleveland, have 
joined the staff of J. B. Savage Com- 
pany, Cleveland. 

The newcomers will direct the com- 
pany’s sales promotion program, un- 
der which printed sales promotional 
material will be taken directly into 
the field to supplement the work of 
manufacturers’ salesmen and sales 
promotion. 


Seeks Holiday Trade 


Federal Enameling & Stamping 
Company, Pittsburgh, will supple 
ment its national magazine cam- 
paign, started last June, with space 
in December issues of leading wo- 
men’s magazines in a special effort 
to get holiday business. Mats are 
also being furnished for newspaper 


ford, Conn. 


use. 


and now.... 


dising U. S. 


CHICAGO 


U. S. RUBBER 


And now the U. S. Rubber Co. has 
chosen Visomatic as the most effective 
and economical method of merchan- 


Service Stations. 


SOMETHING NEW HAS HIT THE 
SELLING WORLD! INVESTIGATE! 


VISOMATIC 


VISOMATIC SYSTEMS, INC. 
292. MADISON AVE., 


Royals to and through 


NEW YORK CITY 
DETROIT 
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NO LICENSING 
OF PRESS TO 
BE ATTEMPTED 


Johnson Reassures Publish- 
ers in Chicago Talk 


Chicago, Nov. 7.—‘In my official 
opinion there is no authority in NIRA 
to license a newspaper. I think that 
the licensing section of the statute 
must be read with the free-press 
clauses of the constitution. I think 
that, together, they clearly preclude 
the idea of any intent of congress to 
create any right in NIRA to license 
the press. 

“Until that statement is over- 
turned by the courts that adminis- 
trative interpretation is the law. 
Since we shall not license, the ques- 
tion cannot get to the courts.  LtI- 
censing has not been done. It will 
not be done because it cannot be 
done.” 

In these words Gen. Hugh S. John- 
son, administrator of the national 
recovery act, placed the NRA offi- 
cially on record with reference to 
the much discussed possibility of 
licensing newspapers at a talk here 
yesterday to a capacity audience, 
composed of members of the Chicago 
Association of Commerce and _ the 
Illinois Manufacturers Association. 

Asserting that most of the oppo- 
sition to NRA which has sprung up 
recently consists of the “throwing of 
synthetic dead cats,” Gen. Johnson 
devoted a major portion of his ad- 
dress to refuting the criticisms of 
newspaper publishers which have 


| been induced by refusal of the admin- 


istration to allow a “freedom of the 
press” clause to remain in the news- 
paper code. 

Press Is Needed 

Pointing to his record of press | 
dealings, Gen. Johnson declared that | 
“any system for licensing the press | 
is wholly repugnant to me.” 

“We are entering a new era—an 
era of profit for industries and de- 
cent conditions for labor,’ he said. 
“We are entering an era ushered in 
by the leading men in industry and 
labor who are on our staff. That is 
the new day and deal and the whole 
trouble with our few opponents is 
that they are seeing things under the 
bed. Certain sections of the press 
are inciting these jitters by head 
lines. My only request is that the 
gentlemen of the fourth estate give 
us a chance and not lend themselves 
to this primitive witch-doctor danc- 
ing. 

“We have no protest against criti- 
¢cism. Nobody likes criticism, but 
any public institution is a peril if it 
is shielded from criticism. Why, 
there are some things in a great ex- 
perimental program like this which 
are necessarily based on conjecture 
as to their effect, and the only pos- 
sible way to gauge that effect is to 
watch its results in public reaction. 

“Only if government remains fluid 
and flexible and invites and acts in- 
stantly on criticisms is it possible to 
carry forward such a plan as the re- 
covery program. This government 
needs it, asks for it, could not get 
along without it. A free and unre- 
stricted press is an absolute neces- 
sity. It is a powerful, if indepen- 
dent, part of the machinery of gov- 
ernment.” 


Canadian “Liberty” 


Passes Anniversary 


The Oct. 21 issue of the Canadian 
edition of Liberty, New York, marked 
Completion of the first year of pub- 
lication. 

The publishers have distributed 
Specially-bound copies of the issue to 
advertisers and agencies under the 
title. “The First Year.” 


Picks R. H. Alber 


The Hemphill Diesel Engineering 
School, Los Angeles, has awarded its 
account to R. H. Alber Company, Los 
Angeles agency, which is running a 
Series of talks over KNX for the 
School. 


Grombach Celebrates 


Second Anniversary 


Captain Jean V. Grombach, presi- 
dent of Jean V. Grombach, Inc., New 
York, celebrated the second anniver- 
sary of the firm with a dinner to 
the engineering staff at the New 
York Athletic Club Nov. 2. 

All those present had been asso- 
ciated for more than five years, hav- 
ing been members of the Judson 
Radio Program Corporation which 
was taken over by Captain Grombach 
in 1931. 


Priestley Heads Agency 
The Newton Advertising Agency, 
Victoria, B. C., which was formerly 
operated by the late George W. New- 
ton, has been taken over by A. F. 
Priestley. 


S. O. Stations 
To Distribute 
Roto Tabloid 


Chicago, Noy. 9.—What the Stan- 
dard Oil Company of Indiana regards 
as the final link in its advertising 
and selling chain is now being offered 
to service stations in the form of an 
individualized four-page rotogravure 
newspaper, in tabloid form. 

The name of the paper is “The 
Standard Graphic.” It is to carry 
the name of the service station as 
the publisher, and space on Pages 1 
and 4 has been reserved for some in- 
dividual mention of each station. 


The “Graphic” will be sold on a 
yearly subscription basis, payable 
monthly. Stations will be asked to 
subscribe for one year for a given 
number of copies. Payments will be 
made monthly as the paper is re- 
ceived. 

The company suggests a number of 
uses for the new rotogravure section. 
It may be handed to motorists to 
read while they are having their 
tank filled and other service per- 
formed; it may be mailed to neigh- 
borhood prospects and it is helpful 
in getting interviews in house-to- 
house canvassing. 

Said Standard Oil of Indiana in 
announcing publication of “The 
Graphic”: 

“This is the logical tie-up between 
the great advertising campaigns of 


the Standard Oil Company and your 
individual station. The widespread 
outdoor and newspaper advertising 
of Standard Oil Company has made 
the public thoroughly familiar with 
Standard products. 

“Your ‘Standard Graphic,’ which 
you will send to the same people who 
see our newspaper and outdoor ad- 
vertising, shows them where to buy 
these products and get good Stan- 
dard service.” 


Cornish is Dead 
L. H. Cornish, former editor and 
owner of Suburbs, The Building and 
Loan News, Motorcycle, and The 
Spirit of ’76, died last week in the 
Stamford, Conn., hospital. He was 78 


years old. 


66 
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HE above statement reflects an opinion shared not only by scores of lead- 
ing public figures, but by half a million men and women throughout the 
Dominion. They read Maclean’s today because they know that both in 
contents and in appearance it compares favorably with the best and largest 


HON. J. T. Ms ANDERSON 


Premier of Saskatchewan 


Maclean's is the one magazine 
I never miss reading’’ 


magazines on this continent. 


In articles characteristically its own, Maclean’s thinks and speaks in Canadian 
terms for the Canadian people. Its fiction and entertainment features have 
crispness and variety. There is always something of live interest for every 


reader. 


In influence upon Canadian opinion, Canadian habits and Canadian buying, 
Maclean’s occupies a unique position. Its leadership is indisputable. 


No other single publication reaches the 
whole Canadian market as effectively and 
with such influence as does Maclean's. 


Head Office: 481 University Ave., Toronto. 
Branches: Montreal, Chicago, New York. 


Macleans 


Canada’s National Magazine . 
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“comes from the Latin word for 
‘progress.’ 


UNDERWRITERS 


BEECH-NUT DIGS UP UNIQUE ENDORSEMENTS 


“In no other country has the profit 
principle created so much progress— 
so much material prosperity—as in 
the United States of America. 


“Yet here and there are men who 
seem to think that profit wrong in 
principle—that all service and all 


; production should be offered with- 
: out profit. But most farm _ prod- 


j ucts and most manufactured 
Insurance Companies Defend ace in voll years have been 
Much-Maligned Word 


New York, Nov. 9—-The much-ma- 
ligned profit made by business men,, 
now under attack by certain groups operated at a net loss. Individual 
of intellectuals, is eloquently de-|™@kes of cars, in many cases, were 
fended by the National Board of Fire sold at hundreds of dollars less than 
Underwriters in its current magazine | the cost of production per car. 


advertising, headed, “A Profit is not “If the principle of ‘selling without 
without honor.” profit’ is sound economics, motor car 


manufacturers should have been 
States Case as a Whole flooded with orders. But they were 
While the purpose of the advertise- | not. Wonderful bargains were 
ment is to justify the commissions | offered far below cost. Yet few peo- 
paid to agents of stock companies in| ple bought. Absent profits meant ab- 
the fire insurance field, as against | sent wages and salaries—absent jobs 
the claim of no-profit in the sale of | —absent purchasers. 


offered not only at cost, but at less 
than cost. There has been little 
profit, and less progress. Who has 
benefited? 

“In 1932, the motor car industry 


WHAT THE CANNIBAL SAID 


Beech-Nut Gum is wrapped 
in Cellophane to protect its fine 
flavor and superior chewing qualities. 


TO ROBINSON CRUSOE 


mutual insurance, the advertisement “Profits are the key to permanent 
states the case effectively for profits| business recovery. Governmental 
in business as a whole. leaders recognize this fact. Labor 

“*Profit’",” says this advertiser,| leaders acknowledge it.” H 


for Beech-Nut gum. 


... and turn prospects 


“Where to Buy It” definitely identifies your authorized dealers. 

List your trade mark in classified telephone directories wher- 
ever you have distribution. Below this your dealers list their names. 
Prospects who want your brand look for your trade mark and are 
directed to your nearest dealer. Thus you minimize substitution. 

Westinghouse Refrigerators, L. C. Smith-Corona, Pontiac, Lock- 
heed are a few whose dealers are identified in this way. 

Trade Mark Service Manager, American Tel. and Tel. 
Co.; New York address, 195 Broadway (EXchange 3-9800); 
Chicago address, 31] W. Washington St. (OFFicial 9300). 


Typical newspaper copy which is appearing in selected markets 
Sales talks by well known personages, real 
and imaginary, are featured. 


— 
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WALNUTS OFFER 
BEAUTY, HEALTH, 
NEW COPY CLAIM 


Los Angeles, Cal., Nov. 9.—A new 
story, which literally gives consum- 
ers “something to chew upon,” 
marks the sixteenth annual advertis- 
ing campaign of the California Wal- 
nut Growers’ Association of Los An- 
geles, released here by organization 
officials. 
The drive, which has just been 
launched, will extend straight 
through the fall, winter and spring, 
instead of only during the holidays 
as was the custom heretofore. 
The sales appeal emphasises the 
need for “a food which makes you 
chew,” in these days of soft or 
“Spoon Foods.” Because they are 
chewable, walnuts fill that need, say 
the advertisements, particu- 
larly branded Diamond Walnuts. 
“Spoon Foods” is a catch phrase 
adopted by the association and fig- 
ures strongly in the campaign. 
That “Spoon Foods” can be re- 
sponsible for sagging face muscles, 
unsightly teeth and poor health are 
arguments advanced in the new 
copy. It does not advocate giving 
up these foods, but suggests con- 
verting them to the chewable class 
by the addition of walnuts. 
Strong New Appeals 
Here are a few headlines which il- 
lustrate the angles of approach used 
in the drive: “Watch out for sagging 
face muscles”; “Don't let soft ‘Spoor 
Foods’ rob your face of its smooth 
youthful firmness”; “Take care that 
spoon foods don’t start tooth trou- 
ble for your family”; “If you value 
good health eat foods that make 
you chew.” Photos of film stars are 
being used, with others of physi- 
cians, dentists and housewives. 

Six national women’s magazines 
will carry the bulk of the campaign 
this year, supported by 24-sheet post- 
ers and car cards in selected loca- 
tions of the country. The women’s 
magazines being used are: Ladies’ 
Home Journal, Woman’s Home Com- 
panion, McCall's, Delineator, Good 
Housekeeping and Pictorial Review. 
Dominant color pages, alternating 
with black and white half-pages, are 
being used. 

The San Francisco office of Me- 
Cann-Erickson is in charge. 


Grey Appointed for 


Beer and Perfume 


Weisbrod & Hess Brewery Com- 
pany, Philadelphia, has named Grey 
Advertising Service, Inc., New York. 
Newspapers, radio and outdoor ad- 
vertising will be used for this ac- 
count. 

The agency has also been ap- 
pointed to direct advertising of Par- 
fum Mae West, product of Gabilla of 
Paris, a subsidiary of Tre-Jur, Inc., 
New York. 


Robert Eoltsheunn 
Buys “New Ideas” 


Robert I. Erlichman, president, 
Publicity Service Corporation, Phila- 
delphia, has purchased the monthly 
magazine, New Ideas. 

The publication, founded in 1880, 
will be enlarged and improved by 
the new owner. The first issue under 
the new management will be mailed 
next week. 


Buttner in America 


Atherton & Currier, Ine., New 
York, has been appointed advertising 
counsel to the Buttner Pipe Corpora- 
tion of America, which is introduc- 
ing the British Buttner pipe to the 
American market. 


Colgate Enlarges Offices 

The plant of the Colgate-Palmolive 
Peet Company in Jersey City, N. J. 
is being enlarged to accommodate 
the general offices of the company, 
which will shortly be moved there 
from Chicago. 


Bans Liquor Copy 


The South Bend, Ind., Tribune has 
announced that it will not accept ad- 


vertising of wine and hard liquor. 
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000 ADDITIONAL 
MILES OFFERED 
BY SUPER SHELL 


Major Oil Companies Start 
Their Winter Copy 


Chicago, Nov. 9.—The motorist’s 
dream of quick winter starting, with 
out loss of mileage, has been real- 
ized, a sensational advertising cam- 
paign launched today by Shell Petro- 
leum Corporation, St. Louis, will tell 
residents of the 25 states covered by 
the company. The new Improved 
Super Shell goes on sale Saturday in 
the midst of a barrage of advertising 
with which every major oil company 
is making a bid for winter business. 

Shell engineers have reconciled the 
hitherto conflicting demands of driv- 
ers so successfully that the average 
motorist will get 200 more miles from 
Shell gasoline this winter than from 
the same amount of any competitive 
fuel, the advertising will assert. 

The story of Improved Super Shell 


was told this week to Shell jobbers, |’ 


dealers and service men at a series 
of meetings throughout the territory. 
Two were held in Chicago yesterday, 
Paul Ryan, Shell advertising man- 
ager, being among the numerous ex- 
ecutives who addressed the Shell or- 
ganization. 


Post Cards Used 


The interest of 40,000 Shell work- 
ers had been whetted for the detailed 
announcements of the new fuel by a 
teaser post card campaign directed to 
them at their homes. The first prom- 
ised that “Many more millions will 
change to Super Shell after Novem- 
ber 11.” The second said, “It’s 
an Improved Super Shell — starts 
quicker plus more mileage.” The 
third explained, “Because Super 
Shell will give them extra mileage at 
no additional cost.” 

This series of cards produced an 
overflow attendance at the meetings 
held at convenient hotels. 

J. D. Sinclair, division manager, 
.told the gathering at the Stevens Ho- 
tel that the new Improved Super 
Shell will revolutionize the use of 
the automobile during the winter 
months. H. J. Underwood described 
the new gasoline by saying the engi- 
neers had first performed a minor op- 
eration on the summer fuel by re- 
moving its appendix. Then they 
added liquid dynamite. 

A moving picture showed engi- 
neers at work on the new product, 
which was then tested in the rigor- 
ous climate of the mountainous west, 
as well as under the blazing sun of 
Florida. “Climatic control,” first de- 
veloped by Shell, it is claimed, made 


the Improved Super Shell a definite | 


success under each condition. 

In beginning his address, Mr. Ryan 
said that Shell has made a sales in- 
crease of 125 per cent since April and 
it is now running 25 per cent ahead 
of the industry, which as a whole 
has suffered a decline of 4 per cent. 


A Varied Campaign 


Newspapers, radio, posters, and di- 
rect mail will be used in the cam 
paign for Improved Super Shell. All 
will stress the key slogan, “Starts 
quicker plus more mileage.” Shell is 
the only company, Mr. Ryan asserted, 
which has had the temerity to make 
such a claim, competitive advertising 
emphasizing either quick starting or 
more mileage, but never both. 

The newspaper advertising will 
feature the offer of “200 miles more 
this winter at no extra cost.” The 
Shell advertising organization has 
made an effort to combine in this 
copy all of the elements which make 
a newspaper’ interesting — photo- 
graphs of people, cartoons, news. 

The gist of the story is told by two 
jugs, one purporting to contain ordi- 
nary winter gasoline, the other Su- 
per Shell. The first uses a consider- 
able amount for starting, reducing 
the gallonage left to produce mile- 
age. Only a little of the Improved 
Super Shell is required for starting, 


the remainder providing the heralded 
additional miles. 

Following copy will urge the pub- 
lic to use Improved Super Shell to 
get away from the crowds at football 
games first. This will be followed 
by testimonials from prominent folk 
who took Shell’s advice and did beat 
the crowds home. 


Entertainment Out 

Mr. Ryan gave an interesting expo- 
sition of his conception of radio ad- 
vertising. He feels no more respon- 
sibility for providing entertainment 
‘for listeners, he said, than he does 
for providing the news which sur- 
rounds the company’s advertising in 
‘newspapers. Referring to a radio of- 
ficial’s statement that only seven per 
cent of radio time is devoted to ad- 
vertising, he said that Shell will buy 


this seven per cent and let whoever 
will take the other 93 per cent. 

In other words, Shell will confine 
itself to spot broadcasts. 

Outdoor and Direct Mail 

Outdoor advertising will be com- 
prised of 6,000 panels in 460 cities, 
Smaller posters, 3x 5, will be used at 
stations. One 28 x 44 poster will also 
be provided. 

Station decorations will be empha- 
sized, 38 per cent of motorists inter- 
viewed having attached importance 
to this feature. Nineteen thousand 
Super Shell pump globes will add 
further life to stations. Badges will 
be provided for station attendants, 
who will also be instructed in the 
use of a uniform greeting, tieing up 
with the advertising story. Finally, 
three mailings of ten post cards will 


EEE 


be provided, with more available for 
those who ask for them. 

A movie trailer is being rented to 
stations at nominal cost. 


Skating Penguins 
to Enthrall Coast 


San Francisco, Cal., Nov. 9.— 
Skating penguins will not only .ap- 
pear in the advertising of Shell Oil 
Company for its new “Thermalized 
Super Shell,” but will be brought to 
life in leading cities. 

Symbolizing smooth, worry-free 
performance, the penguins, powered 
by men, will tour the coast in dec- 
orated sound trucks, dismounting at 
times to skate through the streets. 

Eighty-one newspapers in Hawaii 
and British Columbia, as well as 
coast and mountain states, will carry 


the news of Thermalized Super Shell. 
Also used will be 700 outdoor dis- 
plays in 44 cities. The Shell Show, 
a weekly radio broadcast, will fea- 
ture Broadway and Hollywood stage, 


screen and radio stars. 


Journal Buys Post 


The Evening Journal, Vineland, N. 
J., has purchased the Daily Post. 
morning paper, and changed its 
name to the Evening Journal-The 
Daily Post. It is represented by New 
Jersey Newspapers, Inc. 


NBC Has New Outlet 


The National Broadcasting Com- 
pany will have a Louisville outlet 
in WLAP, which has _ purchased 
WFIW, Hopkinsville, Ky. 


——_———————— ————————————————_ ______- 


We ‘raise 


(rates and guarantee) 


on these 


4 ACES 


Arter lanillne the Gohd 
in low cost per page per thousand for over a year . . . after raising 
our guaranteed circulation (by 150,000) to a new 1,150,000... . 


after raising our rates to conform to the new circulation 


2 SSER eee ee 


of women’s magazines 


Fawcett Womens 


TRUE CONFESSIONS 


buying women. . 


CIRCULATION GAIN 


SCREEN PLAY 


SCREEN BOOK 


| HOLLYWOOD 
is still the outstanding buy in its field for low cost, effective coverage of a 482 million-dollar market of responsive, 


The forward strides made by this preferred Group since 1931, and indications for the 
immediate future, is a refreshing story of progress . . . an unusual one: 


LINEAGE GAIN 


LEADERSHIP 


PAGE RATE PER THOUSAND 
(GUARANTEE - - ABC) 


FAWCETT 
WOMEN'S 


TRUE STORY 


| 1930 | 1931 | 1932 | 1933 | 1934 LINES 1931 1932 | 1933 
| ¥ $2.40 
1,200,000 f 300.000 P 
/ 2.20 
1,100,000 Y 290.000 
700,000 270.000 180 
000 VW, 260.000 L6O 
ne 
000 250.000 1.40 
a a el 


X Completion of the Group 


AND NOW, until March 1, 1934, when the new rates become effective (with June issues), advertisers 
. a circulation of more than 1,150,000 at the old rates ...a page 
rate per thousand at least 20% lower than the lowest ABC book or group appealing to the women’s 


are offered an unprecedented bargain . . 


market . . . for a few months only. 


MINNEAPOLIS - 


ANTICIPATE YOUR 1934 SPACE REQUIREMENTS . . ‘ 


NEW YORK .- 


(During 3 pretty tough years) 


CHICAGO .- 


FAWCETT PUBLICATIONS, Inc. | 
LOS ANGELES .- 
Publishers of: Radioland, Startling Detective Adventures, Golfer & Sportsman 


SAN FRANCISCO 


MOTION 
PICTURE UNIT 
PHOTOPLAY 
GROUPS 


SCREENLAND 


$1.48 


per page per thousand 


On March 1, 1934, the 
rate will still be lowest 


$1.77 


SAVE $340 PER PAGE 
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Illinois Dailies 
Subject to Tax 


Sales of newspapers to ultimate 
readers by newsdealers or by deliv- 
ery or mail are retail sales of tang- 
ible personal property, and as such 
are subject to the Illinois retail sales 


tax, the state attorney general ad- 
vised the director of finance this | 
week. 


Magazines and books are also sub- 
ject to the sales tax, the attorney 
general held. 


Gaugen at Ad Club 


The Advertising Club of Indian- 
apolis entertained John B. Gaugen, 
Capper Publications, Detroit, who is 
vice-president of the Advertising 
Federation of America and chairman 
of the council on advertising clubs, 
at a luncheon Thursday, Nov. 9. 


Express Agency 
‘Plans $250,000 | 
Business Drive 


| 


Chicago, Nov. 9.—In an effort to 
make the country “express minded,” 
Railway Express Agency will spend 
between $250,000 and $300,000 in ad- 
vertising in the next year, L. O.| 
Head, president, told 1,800 employes | 
of the organization at a special meet- 
ing here this week. 

The new drive to bolster express 
business will get under way with 
copy appearing Dec. 1, the agency's 
advertising appearing in 190 metro 
politan newspapers, 80 college pub- 
lications, and a long list of na- 


| paign ; ~ 
‘organization, numbering some 36,000, | Inc., New York, for Corday perfumes 


| personnel 


farm papers. In addition, radio may 
be added later. 

To back up the advertising cam- 
the entire personnel of the 


is being mobilized as a_ volunteer | 
sales organization. Meetings of the} 
similar to that held in| 
Chicago this week are scheduled for | 
various points, and every employe | 
of the company who can possibly do | 
so is urged to attend. 


Joins Donahue & Coe 


Y. K. Smith, for the past 12 years 
an executive with prominent New 
York and Chicago avencies and re- 
cently associated with Paul Cornell 
Company, has joined Donahue & 
Coe, Inc., New York, as vice-presi- 
dent in charge of plans and copy. 


A made-to-order background for 


YOUR OWN 


HE Mid-December issue of POWER (publish- 
ing date—December 18) will extend a defi- 
nitely helping hand to every manufacturer of 
power equipment in the fight to overcome today s 


biggest obstacle to more sales. 
executive ignorance and _ indifference. 


That obstacle is 
Because 


most non-technical top executives have no real 
conception of power services, costs, and potential 
savings, they are too prone to veto suggested im- 


provements. 


Mid-December POWER will show these execu- 
tives, in language and illustrations that they can- 


ANNUAL REVIEW OF NEW EQUIPMENT 


Every new or improved product that has been described 
in POWER during 1933 (and there are hundreds of them) 


will be reviewed in the Mid-December issue. 


Every item 


will be illustrated, described, the makers name listed. 
POWER’S readers regularly keep these equipment re- 
views for buying information. 


A. S. M. E. MEETING REPORTS 


The annual meeting of the A. S. M. E., held early in 


December, 


will be fully reported- in Mid - December 
POWER, while it is still news. 


Editors will attend every 


convention session of interest to power plant men—will 
sift out the important news, analyze it and interpret it in 


generous space 


THE EXECUTIVE SECTION 


Ten articles written expressly to and for non-technical top 
executives, to show them the unquestionable profits of 


power plant modernization. 


Some of the titles: 


What is a 


Power Plant?—Buy or Make?—How to Buy—Making 
Steam—Diesel Po wer—Heating, Ventilating and Air Con- 


ditioning—A Dollar Summary of Possible Savings. 


This 


section will present in easy-to-take form the essential facts 
that every executive should know about his power plant. 
—And to be sure that the story gets across in the right places, 


Extra distribution to top executives of leading plants 


68 Companies have already reserved space in 


Mid-December 


FINAL CLOSING: 


December |! (for color) 
December 14 (for black} 


A McGraw-Hill Publication 


“tHE 


not fail to understand, w 
sighted and costly. 


tional magazines, trade papers and| Foyyr Advertisers 


Name Silberstein 


Parfums Corday, Inc., New York, 
has appointed Alfred J. Silberstein, 


and powders. 

The agency has also taken over the 
accounts of Braeburn of Rochester 
and Louis Holtz & Sons, clothing 
manufacturers, Rochester, N. Y., and 
Stevenson & Sons, Ltd., Dungannon, 
Ireland. 

The product to be advertised in 
the American market by the latter 
client is Moygashel Irish linen fab- 
rics. 


Picks Fletcher & Ellis 


Coward Shoe Company, New York, 
has appointed Fletcher & Ellis, Inc., 
New York. Newspapers and radio 
will be used. 


SELLING 


‘hy this policy is short- 


That's just one section of this big ‘three-in-one™ 


issue, which will include : 


HTS, EV Ad ME. 
NG ’ 


sand engineers assembling for the annual meetmg of the Amer 
Vv Mechanicaj Engineers » Mew York, Dec.6 9, turn back 
as the best tool for solving the technical, business a 
aced by the complex world of today 


PERSONALITIES 
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Your advertisement in Mid- 
December POWER will reach 
21,000 paid subscribers who 
control the buying of power 
equipment in the country's 
worthwhile plants — plus a 
selected list of top executives. 


330 


MARKET-PLACE OF THE POWER 


West 42nd Street. New York 


rFIelo* 


EVERY MEDIUM 
CARRIES STORY 
OF 1934 NASH 


Style and Economy Featured 
In New Models 


Chicago, Nov. %-—-Nash Motors 
Company, Kenosha, Wis., announced 
its 1934 models this week with a 
heavy concentration of advertising 
in every important medium. Teaser 
copy used for some time past in 
The Saturday Evening Post flowered 
into announcements which took an 
unusual form. Large space was 
used in a long list of newspapers. 
Posters, spot radio and direct mail 
completed the bombardment. 

Just what effect the strike of Nash 
assemblymen, and the consequent 
closing of the Kenosha plant today, 
will have upon the new campaign is 
problematical, but it is believed that 
labor differences will be ironed out 
quickly enough so that they will not 
seriously affect production on the 
new models. 

The new models and the promo 
tion effort created intense interest 
not only in themselves, but also be- 
cause of the well known views of 
C. W. Nash, chairman of the board 
of Nash Motors. The hard-headed 
Mr. Nash believes advertising should 
sell—right now—and he has never 
been much of a believer in copy de- 
signed to do anything else. 

Likewise, he has always been 
willing to bet that he can catch a 
market on the up-swing and the 
present advertising represents his 
effort to do just that. 

The advertising iy featured by a 
halftone of the new stream-lined 
1934 Nash, with twin ignition, valve 
in-head motors, built-in quiet vent- 
ilator, coincidental starter and ad- 
vanced style. 

Tells of Features 

In the new Nash, the copy said, 
two spark plugs ignite the gasoline 
in each cylinder, giving 22 per cent 
more power, 5 miles an hour more 
top speed, and 2 more miles from a 
gallon of gasoline than the same 
motor gives with single ignition. 

The coincidental starter, the adver- 
tising asserts, not only saves time 
and effort, but conserves battery life. 

“De-clutching to engage gear to 
put the car in motion also starts the 
motor! Nash has greatly increased 
ease of operation. A touch of a 
finger shifts gears at any speed.” 

Thus runs part of the Nash story 
of the car on which the company will 
rest its claim for business during the 
next year. 

The page in The Saturday Evening 
Post was supplemented by _ four 
quarter-pages filled with cartoons re- 
“erring to page 3, on which the Nash 
copy appeared. “Drive me to Page 
3,” said one citizen briskly, as he 
stepped into a cab. While this de- 
vice is not altogether new, the hand- 
ling was somewhat different from 
any used heretofore. 

Frederick and Mitchell, 
placed the new Nash 
while Magill-Weinsheimer 


Inc.. 
campaign. 
Company 


‘was in charge of a five-piece direct 


mail campaign. While names were 
provided by dealers, the factory bore 
most of the expense. 


Trades Stoves for Cotton 


The Sterchi Furniture Company, 
Atlanta, Ga., used space in the Con- 
stitution last week offering to trade 
a range, rug, set of china, set of sil- 
ver and wallpaper for a bale of cot- 
ton. 


Cereal Firm Appoints 


Campbell Cereal Company, North- 
field, Minn., maker of Malt-O-Meal 
breakfast food, have appointed Mit- 
chell-Faust Advertising Company, 
Chicago. 


Murphy Leaves Klein 

A. J. Murphy has resigned as gen- 
eral sales manager of F. L. Klein 
Noodle Company, Chicago. 
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THERE'S NO ROOM FOR ARGUMENT HERE 


“Pm 


ied Roo of Bond Bread dough is stopped at the flavor peak, so 
MaxweLl Nor that finest tasting flavor can't escape: (4) Thru-and-thru 
oat, baking brings out the full, delicious taste of every morsel. 


the finest tasting bread is 


Bond x 
with SUNSHINE VITAMIN-D 


“I'm in FLAVOR of it” 


Maxwell Janof SAID TO Beatrice Dickson 


in Flavor 


BOND can't help but be the finest tasting bread, when 
you consider these, definite reasons why: (1) 43,040 of 
the best home bakers in America showed us how to give 
oh it that home-like flavor; (2) Every pure ingredient used 
5% in making is guaraniced, right on the wrapper; (3) Rising 


‘Try Bond Bread in « side-by-side comparison with any 
other bread and you'll convince yourself that 


Beatnice: “’N’ so am I—‘cause it 
tastes s00000 good.” 


Maxwe tt: “Mother says I can 


have more if I want it—cause 
vitamin-D is good for me.” 


Coprrght 1988, General Babing Comonag 


LOCAL CITIZENS 
TELL OF MERITS 
OF BOND BREAD 


New York, Nov. 9.—Robust young- 
sters fairly scream their approval of 
Vitamin-D Bond bread in a newspa- 
per test campaign featuring localized 
testimonials now appearing in sev- 
eral eastern cities for the General 
Baking Company product. 

Of the six advertisements making 
up the campaign, three are based on 
children’s testimonials. Two are 
built on the comments of women, and 
a lone man has his say in the sixth. 

Names and addresses of the chil- 
dren and adults quoted, prominently 
displayed, give the copy strong local 
interest. Photographs, also empha- 
sized in the layouts, are candid cam- 
era shots, which serve to add realism 
to the endorsements. 

Local work necessary in preparing 
the copy was done by agency repre- 
sentatives and the newspapers used 
in the campaign. The services of 


the newspapers were particularly 
helpful in securing the snap shots of 
the endorsers. 

In a typical advertisement featur- 
ing the juvenile slant, the following 
conversation between Maxwell Janof 
and Beatrice Dickson, both about five, 
was reported in headlines: 

“I’m in Flavor of it.” 

“Beatrice: ‘‘N’so am I—’cause it 
tastes soooo good. : 

“Maxwell: ‘Mother says I can have 
more if I want it—’cause vitamin-D is 
good for me.’” 

Dialogue with single illustrations 
precludes the use of balloons but the 
forcefulness of this device is retained 
by enclosing Maxwell’s opening re- 
mark in a panel into the border of 
which his head and that of his little 
playmate are mortised. 

The test started in Washington, D. 
C., Detroit and Schenectady, N. Y. 
At present it is running with varia- 
tions in several New York suburbs. 

In some newspapers the series com- 
prised a maximum of 11,000 lines. In 
others the six advertisements divided 
6,000 lines, while in the suburban pa- 
pers the campaign has been cut down 
to four advertisements of 640 lines 
each. 

General Baking Company advertis- 
ing is directed by Batten, Barton, 
Durstine & Osborn, Inc. 


and now.... 


throughout the 


CHICAGO 


Johns-Manville 


And now Johns-Manville Corporation has 
chosen Visomatic as a dominating part of the 
plan to merchandise their "Million Dollars to 
Lend" campaign to district offices, etc., 


SOMETHING NEW HAS HIT THE SELLING 
WORLD! 


VISOMATIC 


VISOMATIC SYSTEMS, INC. 
292. MADISON AVE., 


nation with notable results. 


INVESTIGATE! 


NEW YORK CITY 
DETROIT 


*Current Circulation 


FACE POWDER 


Beste. 


... An Extravagant Lady, 
THIS SWEET YOUNG THING. 
An Enthusiastic Spendthrift 


..- Ready and Eager to Buy. 


Perhaps we are wrong. Perhaps 


she’s just a wise investor in personal: 


appearance. Her average age is 24. 
Yet it costs her $20,000,000 a month 
to buy the things she needs and the 
things she wants. Not a fashion ar- 
biter—but rather the front of the 
crowd where fashions live or die. 
She likes new things. She’s un- 
fettered by advertising prejudices... 


THERE IS NO DEALER 


SILK STOCKINGS © 


. 


aie : . Ppa i 
LIPSTICK "ygmmresed 


Only 24... BUT THE 


BUSIEST WOMAN IN AMERICA! 


she is just on the threshold of her 
buying career. 

She’s busy, active—with dates, 
dances, movies and parties. Yet now 
and then she curls up with a good 
magazine for an evening or two at 
home. She reads, enjoys and believes 
in the magazines of the Romance 
Group. 

There are a million of her, and this 
group of great publications is virtually 
the only effective way to reach her. 

When you buy the Romance Group 
you are buying sales, not hopes. A 
keyed copy campaign will prove it. 


INFLUENCE LIKE 


DEMAND ...THE ROMANCE GROUP CREATES IT 


459,281 


200,000 


1,100, FOR 
(Guaranteed ) 


$1760 A PAGE 


..... AMERICAS MOST 
RESPONSIVE BUYING 
AUDIENCE 
+. 


TRUE ROMANCES*... TRUE EXPERIENCES*... LOVE and ROMANCE* 


254,475 


MOVIE MIRROR{ . 


161,312 


. . RADIO MIRROR+ 


100,000 


+Guaranteed Circulation 
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ADVERTISING AGE 


November 11,.1933 


INTERPRETATION 
OF RETAIL CODE 
ISSUED BY NRA 


Washington, D. C., Nov. 9.—*“Cost” 
in the new retail code means “the ac- 
tual net delivered cost or the current 
replacement cost, whichever is 
lower,” the NRA, in an official inter- 
pretation of the newly adopted retail 
code, declared this week. 

The interpretation also officially 
clears up the discussion over the 
word “should” which appears in the 
code, in relation to including in the 
cost an allowance for actual labor. 

“As soon as (but not until) the re- 
tail trade authority or the retail 
drug trade authority fixes an allow- 
ance for wages of store labor,” the 
interpretation says, “the selling price 
of any article must include, besides 
the actual cost to the retailer, the al- 
lowance so fixed for labor cost.” 

Another interesting phase of the 
interpretation is the statement that 
“premiums may be given away with 
merchandise. But the cost of the 
premium to the retailer must be in- 
cluded in the price at which the re- 
tailer sells the article with which the 
premium is given away.” 


Canvassers Included 


The codé not only applies to those 
ordinarily considered as_ retailers, 
but to house-to-house canvassers, 
those who sell from stores or places 
of residence, and to philanthropic, 
non-profit and educational institu- 
tions selling merchandise at retail, 
the NRA declared. 


Some of the difficulties of enforc- | 


ing the code are indicated by the offi- 
cial interpretations applying to busi 
nesses in which only a part of the op- 
erations come under the retail code. 

“Even though a retailer sells some 
merchandise which is exempt from 
the code,” the statement declares, “he 
will be governed in all respects (ex- 
cept as to price provisions and fair 
trade practice provisions relating to 


| 


NOVEMBER ADVERTISING LINEAGE IN MAGAZINES 


Standard 1932 1933 
American Mecury ..... 4,765 3,824 
Atlantic Monthly ..... 11,422 7,557 | 
Current History ...... 3,661 2,478 | 
NE wae ens bak a 8,090 5,280 
Golden Book ......... 3,353 3,458 
Harper's 2 10,116 
Review of Reviews.... 8,985 7,232 
PEUEEONO icbedcsdéeersc 9,853 7,658 

TOCRS SFOUWD csccevce 62,427 47,603 

General 
a 20,746 20,345 
American Boy ........ 10,052 7,594 
American Girl ........ 3,617 2,430 
American Golfer ...... 4,743 4,809 
American Home ...... 10,562 9,209 
Arts & Decoration .... 12,285 10,976 
DE. +c Oi é's's 66 04 s0e008 4,315 2,844 
Better Homes & Gardens 8,738 13,171 
_, 10,292 10,485 
eee er 5,146 6,650 
Christian Herald ...... rn 11,529 
College Humor ....... ‘an 7,112 
Cosmopolitan ......... 19,120 25,403 
Country Life .....ssc0s 13,353 13,825 
OT cc heaeann sb O58 25,675 41,949 
Hollywood ............ 6,552 7,269 
Home & Field ........ 10,179 16,848 


House & Garden 
House Beautiful 


er ones 

SR aie ase ar aie & ais 5,095 4,387 
| RS Pere 6,364 5,206 
Modern Mechanix ..... 8,068 9,166 
Motion Picture ....... 13,078 16,567 
Blovie Claasle ..cecscce cese SG.BTS 
National Geographic .. 6,794 6,566 
Nation's Business ..... 15,556 17,763 
Open Road for Boys... 8,366 6,031 
er 13,011 19,254 
Physical Culture ...... 12,455 10,840 
tt sre ntdensateneed ee 9,912 
Popular Mechanics .... 


Popular Science 


Pe er ee 12,439 13,093 
a: eee pikeceenue 2,463 2,402 
Scientine American 4,056 3,648 
Screen Book ........-+. 5,633 7,927 
BOPOORIARE 2 ccecccccces ait 6,876 
Bg ere 7,214 8,240 
Silver Bcreen ... eee. re 6,472 
DE 6 cone heen 11,693 13,776 
J. Pere errr 5,536 5,488 
True Confessions ..... 7,063 8.303 
True Detective Mysteries .... 2,637 
True Romances ....... Te 7,864 
jt a 14,144 21,849 
TOGRE BPOUD 26 ccceve 377,869 514,885 
Women’s 
Delineator .......+.++++ 27,537 30,117 
Warmers Wile ..6sccee 11,263 9,218 
Good Housekeeping ... 44,203 50,463 
Harper's Bazaar ...... 43,841 53,025 


1932 1933 
0g Peres ae 9,933 9,726 
Household Magazine .. 7,607 11,843 
| Junior League Magazine 7,950 7,081 
| Ladies’ Home Journal... 52,188 56,264 
RI i ntdakedea eee ne 38,980 47,981 
TS SPECT eT Cee 3,034 3,951 
Parents’ Magazine .... 11,589 16,675 
Pictorial Review ...... 19,024 17,119 
Tower Magazines ..... coon Saueer 
oe oe She's 26,461 21,374 
WHS sccndcedeonnceeds 61,302 63,903 
Woman's Home Com- 
ee .cicdended sees 37,696 52,869 
Woman's World ...... 7,689 5,673 
Wetel OPOGD 6icscsks 410,297 469,469 


Outdoor 
Field & Stream ....... 8,610 8,672 
Fur-Fish-Game .......- 6,143 7,125 
Hunter-Trader-Trapper 8,864 10,079 
Hunting & Fishing.... 6,621 5,802 
National Sportsman ... 8,369 7,367 
Outdoor Life ......... 6,435 5,959 
Sports Affield .......... 7,266 6,193 


TWetal BVOOD «srecces 52,308 51,197 
Mail Order 
a, rr 5,729 6,806 
Fentlewoman ......... 3,585 4,436 
Good Stories ....sceee. 2,809 4,352 
MOE Enetabidevorsenns 14,884 19,393 
Sees GeGee ciccessses 1,701 2,964 


Home Friend ......... 
Household Management 


rere 2,056 2,978 
Illustrated Mechanics.. 1,899 2,086 
BGO cnbh0eee cess bee 2,229 2,287 
Mother’s-Home Life eons 3,594 
SPathAinGer ...ccccccees 9,704 6,320 
Sovereign Visitor ..... 1,361 1,395 

Wetted SISMH ccscscove 48,395 59,216 

*October figures. 

Weeklies and *Semi- 

Monthlies 

1932 1933 

American Weekly ..... 77,398 76,166 
Business Week . 20,050 18,312 
COE cekaswavee sues 52,130 66,464 
UO ssrecbveveeees 7,758 12,099 
SOE sc cavesncnseouse 20,853 21,135 
Literary Digest ....... 38,495 28,667 
Mew TOFHOCP .ccccceces 80,127 81,328 
Saturday Evening Post.135,921 134,427 
ME iis eae cand ae ee can 54,189 74,092 
*Town & Country ..... 27,214 37,898 
BOGRs BOOED 6oc cece 514,135 550,588 


National Advertising Records, Pub- 
lished by The Advertising Record 
| Company, Ine. 


these items) by the retail code if he 
is primarily engaged in selling mer- 
chandise which is not thus exempt. 
“Conversely, stores principally en- 
gaged in selling products not covered 


Good advertising like good 
salesmanship doesn’t waste 
calls. Know ABO’ coverage 


*ACTIVE BUYERS ONLY 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City 


. 333 N. Michigan Ave., Chicago 
(A-8611) 


by the retail code are not covered by 
the wage and hour provisions thereof, 
even though such stores sell a few 
of the products which are covered 
by the retail code. But such stores 
are bound by the price and fair trade 
practice provisions of this code as to 
the sale of all products covered by 
the code.” 


Producers of 
Pineapple to 
Resume Drive 


San Francisco, Nov. 9.—Featured 
by photographs which visualize the 
key phrase of “radiant vitality,” the 
campaign of the Pineapple Producers 
Co-operative Association, Ltd., com- 
prising seven Hawaiian packers, will 
be renewed Novy. 13. 

The new campaign is a follow-up 
of that utilized a year ago, when 
newly discovered dietetic values were 
presented to the public. With this 
scientific background established, the 
message is being brought more di- 
rectly to the individual with photo- 
graphs of individuals, usually girls, 
bubbling over with exuberant health. 

Practically the same group of 
magazines which carried last year’s 
campaign will again be used. The 
list includes Delineator, Good House- 
keeping, The Ladies’ Home Journal, 
McCall's, Pictorial Review, Saturday 
Evening Post, True Story and Wo- 
man’s Home Companion. 

In addition, trade support will be 
enlisted and important markets at- 


tacked through business’ papers 
reaching the grocery, chain store, 
bakery, hospital, hotel, restaurant 


and medical fields. 

Last year’s campaign was so suc- 
cessful that there is some doubt 
whether current stocks are large 
enough to meet the demand of the 
next twelve months. 


NRA Drafts Dameron 


Kenneth Dameron, Ohio State Uni- 
versity, well known marketing and 
distribution authority, has been ap- 
pointed deputy NRA administrator 
in the department of trades and serv- 
ices, textiles and clothing. 


Advertising 
In Magazines 
Ahead of ’32 


Chicago, Nov. 9.—Advertising line- 
age in national magazines in Novem- 
ber of this year will be almost ten 
per cent larger than it was in No- 
vember, 1932, the monthly tabulation 
of Advertising Record Company in- 
dicates. 

The 89 publications for which Ad- 
vertising Record Company presents 
figures for both 1932 and 1933 carried 
1,465,431 lines of paid advertising in 
1932, and 1,596,759 lines in the same 
month of 1933. 

The only classification which 
showed a sizable loss in November 
lineage as compared with November, 
1932, was the standard group, which 
carried 62,427 lines in 1932 as com- 
pared with 47,603 in 1933. Other 
classifications more than offset this 
loss, however. Individual figures for 
groups, with November, 1932, lineage 
given first and November of this year 
second, follow: 

General magazines, 377,869, 434,- 
467; women’s magazines, 410,297, 
457,282; outdoor magazines, 52,308, 
51,197; mail order magazines, 48,395, 
55,622; weeklies and semi-monthlies, 
514,135, 550,588. 


Enlarges Staff 


H. B. Humphrey Company, Boston 
agency, has added to its staff Julian 
L. Watkins, formerly with N. W. 
Ayer & Son, J. Walter Thompson 
Company, and News-Week; John C. 
Strouse, formerly with Blackett- 
Sample-Hummert and Gardner Ad- 
vertising Company; and Frank H. 
Hutchinson, who has been with Hood 
Rubber Company and the Ludington 
Aircraft Company. 


Moore Joins “Press’’ 


B. F. Moore, formerly with the 
Chicagoan and Paul Block & Associ- 
ates, Chicago, has been appointed na- 
tional advertising manager, Houston, 
Tex., Press. 


Simmons Resigns Post 


Harry Simmons has resigned as 
executive secretary of the Milwaukee 
Advertising Club, to devote all of his 
time to his work with Jack Carr, Inc. 


Urges Home Canning 


The Kerr Glass Mfg. Corporation, 
through its agency, Rogers-Gano, 
Tulsa, is advocating home canning of 
meat in a campaign in middle and 
southwestern states. 


Kolthoff Leaves Phillips 


E. W. Kolthoff, advertising man- 
ager, Phillips Petroleum Company, 
Bartelsville, Okla., has _ resigned. 
Wade Grinstead has been named to 
succeed him. 


Purchase Daily 


Ira J. Williams, Perry, Okla., Har- 
old R. Corwin and James H. Skewes, 
Meridian, Miss., have formed a new 
corporation and purchased Daily 
News-Herald, Peru, Il. 


MAY TAKE NEW 
CENSUS IN 34 


Washington, D. C., Nov. 9.—Con- 
gress will be asked to authorize the 
taking of a new population census of 
the United States in the fall of 1934, 
it has been revealed hefte by census 
bureau officials. 

The great drop in the birth rate 
and the vast shifts in population 
from urban to suburban areas dur- 
ing the past three years make a new 
census imperative if vital statistics 
are to continue accurate, the bureau 
declares. 

Pointing out that these two unus- 
ual conditions have upset the stand- 
ards upon which vital statistics are 
estimated, Dr. Stuart A. Rice, assist- 
ant director of the census, declared 
that present birth and death rate fig- 
ures are inaccurate. These estimates 
point to a sharply declining death 
rate during the past three years, for 
instance, and Dr. Rice inclines to the 
belief that this conclusion is not cor- 
rect because it is based upon popula- 
tion estimates which are too high. 

It is probable, he declared, that sta- 
tistics based upon a new count of the 
population will indicate that the 
death rate has not changed materi- 
ally in recent years. 

If a census is taken in 1934, it will 
be little more than a numerical count 
to determine the population and its 
distribution. 


Surveys Sale of 
Proprietaries 


Memphis, Tenn., Nov. 9.—An un- 
usually thorough survey of the sale 
of proprietary medicines in Arkan- 
sas has just been released by Ar- 
kansas Dailies, Inc., representative 
of a group of dailies in the state, 
which maintains headquarters here. 

The complete survey comprises 24 
volumes, each giving the statistics 
on a different product, such as lax- 
atives, cough drops, dentifrices, min- 
eral oils, ete. 

The surveys are the result of per- 
sonal investigations made in drug 
stores throughout the state. Fig- 
ures, which are given by individual 
stores in each town, indicate which 
brands are handled by each drug: 
gist, thus showing the distribution 
of each product, and also show 
which products rank in first, second 
and third positions as sellers in each 
drug store. 


Eclipse Appoints 


The Eclipse Machinery Company, 
Cincinnati, maker of Gold Seal Yeast 
Developer, has appointed Keelor & 
Stites, Cincinnati. 


Changes Name 


The name of Sutton & Schipper, 
Ine., Detroit, has been changed to 
Schipper Associates. 


and now.... 


CHICAGO 


Metropolitan Life 


investigated Visomatic! 
teaching of a correct sales technique to hun- 
dreds of industrial life writers becomes easy, 
certain and quick. 
more easily than by exhortation. 


SOMETHING NEW HAS HIT THE SELLING 
WORLD. INVESTIGATE! 


VISOMATIC 


VISOMATIC SYSTEMS, INC. 
292, MADISON AVE., 


Result: Control—the 


Men learn by imitation 


NEW YORK CITY 
DETROIT 
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PHILCO RENEWS 
CAMPAIGN FOR 
REPLACEMENTS 


Philadelphia, Nov. 9.—Believing 
that the purchase of a modern radio 
will be one of the first steps taken 
by families with restored buying 
power, Philco Radio and Television 
Corporation has embarked on the 
largest newspaper campaign ever 
sponsored by a radio manufacturer. 

Originally planning to use a series 
of six pages in leading cities, Sayre 
M. Ramsdell, sales promotion man- 
ager, said 1,000 and 700-line space 
has been scheduled in more than 100 
additional centers, with more to 
come. 

The magazine schedule has also 
been expanded, in spite of the Philco 
claim that it used more magazine 
space in the last year than all other 
radio manufacturers combined. 

The campaign is based on the as- 
sumption that numerous radios of 
antique vintage and thousands of 
small, inadequate receiving sets are 
now in use in American homes. The 
replacement of these sets offers a 
tremendous market, the company be- 
lieves. 

While emphasizing adequate recep- 
tion with featured $175 and $125 sets, 
the company is cultivating the “per- 
sonal” radio market with a box in 
its page advertisements suggesting a 
small radio for bedroom, den or li- 
brary, or for the son or daughter of 
the house to take to school or college. 
Two suggested models for these pur- 
poses are priced at $33 and $29.50. 

The company is also eyeing pos- 
sibilities in the automotive field with 
much interest. Auto radio has made 
much progress in the United States 
in the last year or two, but it is al- 
most insignificant in comparison 
with the popularity of this type of 
radio abroad. 

Seven Philco-equipped cars were 
displayed at the recent Olympia Mo- 
tor Show in London, the company 
said. New interest in automobile sets 
in this country is not definitely pre- 
dicted, but Philco is watching devel- 
opments closely. 

F. Wallis Armstrong Company 
handles Philco national advertising. 


N. A. R. D. Almanac to 
Take Advertising 


The National Association of Re- 
tail Druggists, which has issued the 
N. A. R. D. Almanac, for distribu- 
tion at Christmas time by member 
druggists, for the past ten years, has 
completed arrangements with Wil- 
liam B. Ziff, Chicago, for publication 
of the 1934 edition. This edition is 
the first which will carry advertis- 
ing. | 

The N. A. R. D. will make 500,000 
copies of the new edition available 
to its 16,000 members, at a cost of 
2% cents each. They will be im- 
printed with the retailer’s name, and 
will bear a price of five cents, al- 
though they will probably be given 
away. 


Broadcasters Barred 


from Press Gallery 


The application of Columbia News 
Service, Inc., a subsidiary of Colum- 
bia Broadcasting System, for admis- 
sion to the congressional press gal- 
leries in Washington, was turned 
down by the standing committee of 
correspondents this week. 

The fight for press gallery places, 
another phase of the general dis. 
agreement between newspapers and 
radio over the handling of news, is 
likely to be made an issue at the 
next session of congress. 


Securities Circulars 
May Be Sent in Advance 


The federal trade commission 
ruled this week that circulars relat- 
ing to proposed new securities issues 
may be sent out in advance of the 
effective date of the registration 
statement filed, provided they are 
marked to indicate that they are in- 
formative only. 

No sales effort may be made on 
behalf of new securities until the 
waiting period of 20 days has passed. 


Offers Free Copy 


The Portland Cement Association, 
Chicago, is offering mats of a series 
of 34 one-column advertisements to 
newspapers selling space to contrac- 
tors, who will be contacted by rep- 
resentatives of the association as 
well as the newspapers. The Buchen 
Company is in charge of advertising 
for the association. 


Rankin Office Moves 


Wm. H. Rankin Company has 
moved its Chicago office from the 
Tribune Tower to the People’s Gas 
Bldg. 


Picks Huber & Creeden 


Wm. T. DeFriest Company, Bos- 
ton, restaurant operator, has ap- 
pointed Huber & Creeden to direct 
its radio advertising. 


Coast Utility 
Spends Million 
To Build Load 


Los Angeles, Cal., Nov. 9.—Though 
actual sales will be handled by job- 
bers and dealers, Southern Califor- 
nia Edison Company will spend $1,- 
000,000 in promoting demand for 
electric appliances. The campaign 
will start in the immediate future, 
running through 1934. 

Newspapers will carry the heaviest 
burden, supported by radio, outdoor 
and direct mail. 

Dealers in washing machines, re- 
frigerators, electric ranges, air heat- 
ers and other appliances will be ex- 


pected to tie up closely with the Edi- 
son advertising, identifying them- 
selves as sources of supply, and the 
company is maintaining close con- 
tact with retail outlets to insure 
proper activity. 

A corps of Edison representatives 
will virtually serve as retail sales- 
men and advisers. They will help 
the dealer to uncover leads and close 
sales, to maintain balanced stocks, 
and to keep accurate sales and serv- 
ice records. 


Many Special Campaigns 


Special campaigns will be directed 
to merchants on the subject of better 
store and window lighting; to mu- 
nicipalities on improved street light- 
ing; to industrial concerns and home 
owners on air conditioning; and to 


power for driving pumps and other 
farm machinery. 

Specialists in each of these fields 
will contact every prospect. 

Special mailings will be released 
jto hand-picked lists entirely at com- 
pany expense. Enclosures and in- 
voice stickers by the millions will 
help to make present Edison consum- 
ers bigger ones by suggesting use of 
home appliances, thus contributing 
to the ultimate ojective of increasing 
the electric load. 

The Mayers Company, Los Angeles 
agency, is in charge of the advertis- 
ing. 


Mathes Adds Abbott 


William S. Abbott has joined the 
public relations staff of J. M. Mathes, 


farmers, on the economy of electric 


Inc., New York. 


GOLD RINGS 


" Pyrenees get a big kick out of 

the merry-go-round. They love 
to reach for the rings as they whirl 
round and round. But the big thrill 
comes when chance puts the coveted 
gold ring within their grasp. The 
ring that gives them another ride free 
—more for their money. 


Chance alone rules the fortunes of the 
merry-go-round rider—the steel ring 
and a thrilling ride for his money, or 
the gold ring and double action for 


the same outlay. But choice, rather 
than chance, is open to the buyer of 
advertising space. He may pick, almost 
at random, one of the “steel ring” 
magazines and get his money’s worth. 
Or, eliminating chance entirely, he 
can select one of the “gold ring” 
variety and get more for his money. 


the 


Certain magazines fall in the gold ring 
class, because of their greater useful- 
ness to their readers and because of 
the greater buying activity of their 
markets. They give advertisers extra 
value, so essential under present 
conditions. 


The importance of extra value at the 
present time was brought out by 
Stuart Peabody, president of the Asso- 
ciation of National Advertisers at the 
annual convention of the Audit Bureau 
of Circulations. He stated, “One thing 
advertisers are learning under the 
stern discipline of mother necessity, 
is to make a shrunken and compara- 
tively small advertising appropriation 
go a long way.” 


The Parents’ Magazine is one of the 
gold ring or extra value variety. It 
will make that smaller advertising 
appropriation go a long way because 
it reaches an audience made up en- 
tirely of mothers of growing children 
—housewives who are passing through 
the most active buying years of their 
lives. These women are buying at a 
rate they never before have experi- 
enced — for themselves, for their 
husbands, for their children, for their 
homes. They form the Market of 
Greatest Buying Expectancy. 


More than 300,000 mothers use The 
Parents’ Magazine as their guide to 
problems of child rearing. It is only 
natural that they should use it as a 
guide to family buying as well. And 
buying habits formed during this 
period last for many years. 


If you sell foods, toilet goods, house- 
hold products or equipment, you get 
more for your money when you 
select the one magazine read only by 
mothers of growing children—the 
Market of Greatest Buying Expectancy. 


PARENTS’ MAGAZINE 


114 EAST THIRTY SECOND STREET, NEW YORK 
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It’s “Right” Because 
It Knows Completely 
The Field in Which 


It Serves 


It—The Architectural Record— 
is published by F. W. Dodge 
Corporation, parent organization 
not only of The Record but of 
Sweet’s Catalogue File, Dodge 
Reports, Dodge Statistics, Record 
and Guide and other services em- 
bracing the entire building in- 
dustry. Obviously these connec 
tions and the knowledge of the 
entire field gained through them, 
help tremendously in editing a 
magazine of timely, practical 
value to architects. Making it 
a more virile, productive adver- 
tising medium. 


The Architectural Record 
119 West 40th St. New York 


Food Bill Author 
Joins Labor Board 


Milton Handler, assistant professor 
of law at Columbia University, who 
assisted the Department of Agricul- 
ture in drafting the proposed new 
pure food and drugs law, has been 
appointed general counsel to the na- 
tional labor board. 

The appointment was announced 
this week by Sen. Robert F. Wagner, 
chairman of the labor board. 


McBride with Web-Lite 


W. H. McBride, who has been ad- 
vertising manager of Gainaday Elec- 
tric Company, and sales manager of 
Alpha Claude Neon Corporation, 
Pittsburgh, has been named sales 
manager of Web-Lite Company, 
Pittsburgh. 


Pro-Tek in New Tube 


Pro-Tek, a skin cream which keeps 
the hands clean, is now being pack- 
aged in a new tube. Pro-Tek is a 
product of DeVilbiss Company, To- 
ledo, O. 


The MARKET that bloomed 


OVER NIGHT 
for beer and 
bar equipment 


Some one was ready for everything 
when beer was legalized — except- 
ing a medium through which to 
reach the men who would buy, in- 
stall and service the beer and bar 
equipment for the dispensaries 
that were springing up everywhere. 


But BEER AND 
BAR EQUIPMENT 
met the need for 
such a publication 
—first as a section 
of DOMESTIC 


DOMESTIC 


1900 Pues Ave. 


BEER and BAR 
EQUIPMENT 


Published Monthly 


a 


ENGINEERING, and then as a 
publication in its own right. It 
was—and is—the only paper going 
to the men who are exercising 
influence at the point of sale to 
the tavern owner. Its distribu- 
tion gives the manufacturer of 
beer and bar equipment virtually 
blanket coverage of the men 
who name the equipment to be 
bought. 

A copy of our study of market- 
ing in this field, and details of the 
distribution plan 
which gives this 
blanket coveage, 
will be sent 
promptly upon re- 
quest. 


ENGINEERING PUBLICATIONS 


— - Cuicaco. ILiiNors 


COCA 


in 735 bottling 


CHICAGO 


after they investigated they put 228 Visoma- 
tics to work sales training over 3000 salesmen 


methods previously tried—are amazing," say 
Coca-Cola executives. 


SOMETHING NEW HAS HIT THE SELLING 
WORLD. INVESTIGATE! 


VISOMATIC 


VISOMATIC SYSTEMS, INC. 
292, MADISON AVE., 


COLA 


plants. “Results—over other 


NEW YORK CITY 
DETROIT 


PRETTY GIRLS 
VISUALIZE NEW 
FLOUR TECHNIQUE 


Help Kansas City Miller Sell 
Specification Idea 


Kansas City, Mo., Nov. 9.—Seven 
pretty girls, representing every 
phase of feminine beauty, are being 
used by the Kansas Flour Mills 
Corporation as the symbol for as 
many types of flour, now produced 
under a single brand name—Miracle. 

The pretty girl series, run in Bak- 
ers’ Weekly and Southwestern Miller, 
is designed to establish a radically 
new idea in the milling, distribution 
and buying of flour—the idea that 
the baker really desires a _ stand- 
ardized flour that will always pro- 
duce the kind of bread on which he 
has built his business. 

Until about two years ago, the 

Kansas Flour Mills Corporation 
owned about 200 brand names. This 
multiplicity of brands was confusing 
to everyone, and the company de- 
cided to make an effort, then revolu- 
tionary in conception, to manufac- 
ture and sell flour on specifications. 
As a result of this investigation, 
the company centered its operations 
on seven types of flour, each avail- 
able in four rangers of ash and pro- 
tein content, and each constant in 
these factors. The original idea was 
to present these seven types as Mir- 
acle A, Miracle B, etc. 
The company and its agency, how- 
ever, then hit upon the idea of dra- 
matizing the new simplification by 
identifying each type of flour by a 
winsome young woman. Miracle A 
was also presented as “Ann.” Mir- 
acle B was labeled “Betty.” Real 
flesh and blood girls posed for the 
pictures which accompanied the ad- 
vertising. 


Introducing Ladies 


The copy, while bizarre to the lay- 
man, held a special significance for 
the baker. Here is a sample: 
“This is Ann. We posed her in 
a pan. Why? Well, Ann symbolizes 
our ‘A’ type of Miracle Flour. And 
‘A’ in each of its four ranges, is 
mighty good flour for pan bread.” 
Betty, who came next, was de- 
scribed as the symbol for the “B” 
type of flour. 

“Picturing Betty breaking the tape 
is our way of telling you about one 
of the seven Miracle Flour types 
that are breaking baking sales rec- 
ords. Pick the protein and ash you 
like best and stick to it. 

“Betty is fast, but still no speed 
demon. Notice how nicely balanced 
she is. She has fine silky texture 
and just the right tolerance (fermen- 
tation tolerance) for bake-shop prac- 
tices. Her absorption is good and 
most bakers prefer her for straight 
doughs and topping flours.” 

Each advertisement in the series, 
placed by Ferry-Hanly Advertising 
Company, under the direction of 
Charles C. Hirschy, advertising man- 
ager, was accompanied by a copy- 
righted coupon which made it easy 
for the baker to order the flour made 
to the specifications he preferred. 
The success of the pretty girl idea is 
indicated by the fact that most 
bakers, in ordering, use the names 
of the girls rather than the letter 
alone. 


Representatives Expand 


Greig, Blair & Spight, radio sta- 
tion representatives, have opened of- 
fices in the Chrysler Bldg., New York, 
and at 520 N. Michigan Ave., Chi- 
cago. Humboldt J. Greig is the east- 
ern manager and John P. Blair is in 
charge of the Chicago office. New 
accounts of the company are KOMO 
and KJR, Seattle, and KHQ and 
KGA, Spokane. 


To Advertise Honey, 


The Connecticut Beekeepers’ Asso- 
ciation is considering plans for a co- 
operative campaign. Charles J. Post, 
18 Lanonette St., Meriden, is secre- 
tary of the association. 


IT'S A FLOUR 


Seven pretty girls, of whom this 
is one, aid Kansas Flour Mills Cor- 
poration to tell bakers of the pe- 
culiar qualities of its seven flour 


types. 


“Record to Move” 


Editorial offices of Furniture Rec- 
ord and Journal will be moved from 
Chicago to publishing headquarters 
at Grand Rapids, Mich., in the near 
future. John N. Nind, Jr., will re- 
sume editorial direction, following 
the resignation of Milton L. Samp- 
son. 


Free Press Is 


Called Vital 
By McCormick 


Chicago, Nov. 9.—Pressing his re- 
lentless fight for continued freedom 
of the press, Col. R. R. McCormick, 
publisher, Chicago Tribune, will 
shortly be seen and heard in motion 
picture theaters throughout the coun. 
try, pointing out, via a Pathe news 
reel, that “the freedom of the press 
is the freedom of the American peo- 
ple, and upon the publishers of 
America remains the important duty 
of preserving that freedom and hand- 
ing it down to our posterity.” 


Will Resist Attacks 


Reminding his listeners that the 
people of this country refused to ac- 
cept the present constitution of the 
United States until the “bill of 
rights” had been incorporated in it 
as the first ten amendments, Col. 
McCormick declares in his talk that 
the freedom of speech, of religion, 
and of assembly are empty phrases 
unless they are bound up with the 
freedom of the press. 

“All through our history,” the pub- 
lisher says, “in every generation, ef- 
forts have been made to limit free- 
dom of the press, and always have 
they been resisted, successfully. In 
our own generation it has been at- 
tacked, and we have protected it at 
risk of ruin and imprisonment, and 


we will continue to protect it.” 


Ask the Distiller, 


Wine or Liquor 


Wholesaler about the 


W INE Ano 


requirements. 


Our 


trade endorsement. 


AMERICAN 


JOURNAL 


Covers the entire field of distilling, rectifying, import- 
ing and wholesaling. ‘The best medium to reach the 
distiller and rectifier for his machinery and equipment 
The recognized wholesalers’ and im- 
porters’ distribution medium for the famous brands 
of wines, spirits and liquors. 


The large volume of advertising carried is the best 


issued regularly is invaluable to advertisers. 


AMERICAN WINE AND LIQUOR JOURNAL 
150 Lafayette St., New York, N. Y. 


Published monthly by the 
Atlas Publishing Company, Inc., established in 1905 and publishers of a 
large number of authoritative trade papers. Write for advertising rates. 


LIQUOR 


“Special Bulletin Service” 


We opened a tremendous new market with our ‘‘Brewers News” 
and we again blaze the way for another important revived industry. 


ADUERTISIN 


instructors of advertising art. In these 


LAYOUT DESIGN 


has been enthusiastically received by Art Directors and 


pages you will find the fundamental principles of adver- i 
tising design clearly, concisely presented. Here you will | 
find no unnecessary elaboration, no extraneous material. 
Simplicity and directness of thought make this book an 
unusual source of ideas and suggestions for the artist, 
instructor, and student. (Price One Dollar.) 


MAHLON A. CLINE 
645 Summer Avenue 
Newark, New Jersey 
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0.C. HARN URGES 
ADVERTISERS TO 
SUPPORT A. B.C. 


New York, Nov. 9.—Since the Audit 
Bureau of Circulations is operating 
in their behalf, there should be more 
advertisers among A.B.C. members, 
oO. C. Harn, its managing director, 
said in a talk this week before the 
Technical Publicity Association at 
Hotel Shelton. 

Only 138 of the 1,741 members of 
the bureau are advertisers, and yet 
it was the buyer of advertising space 
in whose interest the movement was 
started 19 years ago. But whether 
advertisers are members or not, Mr. 
Harn said, they certainly owe sup- 
port to the publications who ac- 
ceded to space buyers’ request for 
audited statements of circulation. 

The A.B.C. was the first attempt 
of any industry, Mr. Harn said, to 
regulate itself from within, and this 
it did without government compul- 
sion. Publishers and advertisers 
really anticipated what the NRA is 
undertaking now in other industries. 

“Very few people who have come 
into the advertising business since 
1914 when the Audit Bureau of Cir- 
culations was formed know what 
publishers and advertisers had to 
contend with before that time,” he 
continued. “During the depression, 
publishers would have had a much 
more strenuous time if they had been 
forced to face, without the steadying 
influence of the A.B.C., the tactics 
of the ‘wildman’ publisher.” 


Index to Value 


In the question period following 
Mr. Harn’s talk, considerable atten- 
tion was given to reasons why the 
A.B.C, places the stress in analysis 
of circulation on the amount actually 
paid by the suscriber rather than 
money spent by the publisher to ob- 
tain the subscription. 

Sheet sales, while sometimes re- 
sulting following investigation in a 
reduction in the audited circulation 
figure because of bonus seeking 
methods, are representative  fre- 
quently of a good quality circulation, 
Mr. Harn noted. Variables in costs 
of getting circulation are so great, 
he said, that the most accurate index 
to the quality of circulation is not 
what is spent to gain the reader, but 
what he spends to get the publica- 
tion. 


Would Analyze Same Issues 


Mr. Harn, in answer to another 
question, said discussion had been 
given to the feasibility of having 
publications serving the same indus- 
try make their statements for the 
same month rather than at a month 
of their own choosing. 

If advertisers were to insist on 
this in order to make better compari- 
sons, Mr. Harn believes publishers 
would fall in line. The reason why 
it has not been done before is one of 
handling the circulation analysis 
when the statistical department of 


| the publication has a slack period in 


which to give its attention to the 
work, 


Oman Opens Office 


A. H. Oman has been appointed 
manager of a new office of Gilman, 
Niloll & Ruthman, publishers repre- 
sentatives, at 1016 N. 64th St., Phila- 
delphia. For the past 18 years he 
has been Philadelphia district man- 
ager for the Beckwith Special 
Agency. 


Getting Personal 


Phil Wrigley, Wrigley’s chewing-gum boss, may become president 
of the Chicago Cubs, owned by the Wrigleys, if he can find time to 
handle the job. . . A thief operating at the Century of Progress ex- 
position stole a collection of valuable postage stamps belonging to 
Charles M. Sloan, Chicago advertising agent. A reward was offered 
for their return. . . 


Only because of a misunderstanding of telegraphic instructions 
did Frank Voss, advertising manager, and Edward F. Voss, sales man- 
ager, of the Voss Washing Machine Company, Davenport, Ia., miss 
riding in the United Air Lines plane which crashed at Chesterton, 
Ind. . . Tom Keresey, Lord & Thomas account man, handles all U. S. 
Lines business (seven different accounts), in addition to New York 
Central and a few more... 


George T. Delacorte, Jr., who explored Russia thoroughly a few 
months ago, has his own ideas on the subject of recognition of the 
U. 8S. S. R. . . The office of Henri, Hurst & McDonald, Chicago agency, 
is equipped with a ping-pong room. . . William B. Henri, of the 
same organization, has been elected president of the Oak Park Coun- 
try Club... 


The New York chapter of the Des Moines Advertising Club has 
been organized with Roy Barnhill, Arthur Brayton, Graham Stewart, 
Roy Wright, and others from Ioway in charge. All have been elected 
vice-presidents. . . Clarence Lyman, president of the Los Angeles Ad 
Club, is an ardent worker for the Community Chest. . . Helen Hayes, 
the space salesman, not the actress, prepared for her advertising voca- 
tion by editing children’s books for Alfred A. Knopf. . . 


Gordon Sutton, art director of Cowan & Dengler, has recently 
acquired the photographic hobby. . . Ira R. Rinehart, publisher of 
the Rinehart Daily Oil and Gas Reports, Tulsa, Okla., was recently 
married to Margaret Elizabeth Denning. . . Roy Peed, general sales 
manager of DeSoto, who began his automotive career as a chassis 
lecturer, still likes to perform that chore. . . 


Ken Dyke, of Colgate-Palmolive-Peet, met Clara, Lu ’n’ Em, who 
work for him on the radio, for the first time at the Woman’s Advertis- 
ing Club in Chicago recently. . . Earnest Elmo Calkins will have an 
article on the Tugwell amendments in December Good Housekeeping. 


Art Reidinger nurses a secret ambition to become McGraw-Hill 
bowling champion. . . Friends of Frances Hooper, Chicago agency 
head, insist her offices are the most unusual in the country. . . Neither 
Bill Needham, Vic Grohmann nor any other male member of their staff 
smokes, but the girls in that agency may and do.. . 

Egmont Arens is one of those who could make a living under the 
New Deal prospecting for gold. He once placer mined by hand for 
several months in New Mexico. . . Ben Duffy, BBDO space expert, 
recently elected an A. B. C. director, is listed in the official records as 
Bernard. 

Harold G. Schryver, Chicago newspaper representative, is now a 
real Kentucky colonel, having recently been commissioned by Gov. 
Ruby Laffoon. . . Bennett Chapple, vice-president and director of pub- 
licity for the American Rolling Mill Company, is the ironmaster in 
the Armco Ironmaster radio program... 


Although William F. Rogers, advertising manager of the Boston 
Transcript, is a Republican, he has been appointed associate commis- 
sioner for the metropolitan district of Boston by a Democratic gov- 
ernor. . . 

Jacques Hertz, genial vice-president of Albert Frank-Guenther Law, 
Inc., has renounced bachelorhood in favor of Jeannette Beckman, Macy 
buyer. He says it’s the smartest thing he’s done in forty years... 
0. J. Elder, president of Liberty, is shopping cows and chickens for 
his new farm at Basking Ridge, N. J. It’s the real thing. . . 


Dave (Loose-Wiles) Reed’s favorite weakness is Helen Louise, his 
beautiful and accomplished 14-year-old daughter. Both are talented 
pianists and share most other interests. ..G. Van Alstyne, advertis- 
ing manager of Air Reduction Sales Company, could hold a job as a 
puddle welder if he wanted to. But he doesn’t want to... 


Amy Vanderbilt, advertising manager de luxe, has deserted the 
Staten Island homestead for a Manhattan apartment. She wants to 
be nearer the advertisers. . . Gerold M. Lauck, Ayer New York chief, 
is taking a postman’s holiday and doing publicity for the Montclair 
community chest drive... 

If the beautiful blonde baby who gazed out at you from Child 
Health posters and a recent Good Housekeeping editorial page could 
talk, she would tell you her name is Janet and that Ben Paitin, Albert 
Frank-Guenther Law copy star, is her daddy. .. Tracy Lewis, vice- 
president of Smith, Sturgis & Moore, is an expert trapshooter. . . 


Kenneth J. Fryslie, of the Clinton Herald, Clinton, Ia., recently 
married Florence E. Scofield. .. Lewis J. DeYoung, of the Detroit 
Saturday Night, broke his foot getting into his car recently and is 
now taking the first enforced vacation in 26 years. 


Magazine Reports on 
Heating Activity 
Heating and Ventilating, New 
York, has begun compilation of a 
monthly index of activity of manu- 
facturers, wholesalers and contrac- 
tors in the heating industry for the 
use of advertising agencies and mar- 
keting executives. 
July, the first month reported, 
shows activity at 44 per cent of the 


1929 average. 
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In Your Fall Advertising 
BE MINDFUL 


of this important market for 
your products 


DISTRIBUTION and WAREHOUSING 
249 WEST 39th STREET, NEW YORK, N. Y. 


Johnson’s New Work 


William C. Johnson, for the past 
nine years with the John Budd Com- 
pany, has joined the Sawyer, Fergu- 
son, Walker Company, newspaper 
representative. 


Johnson with Magazine 


C. A. Johnson, formerly of Butler 
Brothers and the J. J. Newberry 
Company, has joined the advertising 
department of the Syndicate Store 
Merchandiser, Newark, N. J. 


Starts House Organ 


Smith, Sturgis & Moore, Inc., New 
York agency, has begun issuance of 
a house organ in tabloid newspaper 
format, bearing the title, “The Right 
Angle.” 


Cornell to Speak 


Paul Cornell, the New York 
agency head, will address the Nov. 
16 dinner meeting of the Association 
of Advertising Men, New York, at 
the Hotel New Yorker. 


World’s Fair to 
Reopen in 1934 


Chicago, Nov. 9—The Chicago 
world’s fair, frequently termed “the 
world’s greatest advertising show,” 
will reopen June 1, 1934, it was offi- 
cially announced this week. 


While it is much too early to an- 
ticipate what percentage of present 
exhibitors who are national adver- 
tisers will again be represented next 
year, it is taken for granted here 
that those organizations which have 
erected special buildings, such as 
Sears-Roebuck, Time, Inc., Christian 
Science Monitor, Firestone, Chrysler 
Motors and General Motors, and Sin- 
clair Refining Company, will again 
be present next year. 

Determination to reopen the enor- 
mous exposition next year was made 
after numerous conferences with ex- 
hibitors, the vast majority of whom 


expressed a desire to play a return 
engagement on Chicago’s lake front. 

Whether or not the motion picture 
depicting the benefits of advertising 
will again be shown next year has 
not been decided, the decision resting 
ywith the small group of medium own- 
ers who underwrote the cost. The 
picture played to considerably over 
300,000 persons during the summer. 


Two for Chirurg 


The B. C. Ames Company, Wal- 
tham, Mass., maker of micrometer 
dial gages, using business papers and 
direct mail, and the Fellows Gear 
Shaper Company, Springfield, Vt., 
using business papers, have placed 
their advertising with the James 
Thomas Chirurg Company, Boston. 


Picks Gerth 


H. C. Little Burner Company, San 
Rafael, Calif., maker of oil burners, 
furnaces, and water heaters, has ap- 
pointed Edwin P. Gerth & Co., San 


Francisco, to direct its advertising. 


ae 


The Grind of 


Day-to-Day Buying Demands 
Catalog Efficiency 


Buyers are busy men in the plumb- 
ing and heating field, and a busy 
man is easily annoyed. There’s 
an order on the desk and he has 
the chvice to make of, let’s say one 
of the thousand and one fittings 
that go into a plumbing and heat- 
ing job. The name of the maker 
is on the tip of his tongue—but it 
won't come off. Yesterday he could 
have told you off-hand, and to- 
morrow he may be able to— but 
today, when he has to order it, the 
name escapes him. 

He swings around in his chair 
and faces a file of catalogs—fat 
ones and lean ones, tall ones and 
short a. new 
covered and clo 

und. Every one PLUMBING 
is a good catalog, 
once it’s in his 
hand. 


CATALOG 


But among them is a big, handy 
book—the Plumbing and Heating 
Catalog. It’s his dictionary of 
plumbing and heating products, 
and he has only to open it to find 
that name that’s on the tip of his 
tongue and all the rest of the in- 
formation he needs in order to buy 
accurately for specifications, or for 
stock. 

For the grind of day-to-day buy- 
ing that book serves him efficiently, 
It’s on the desk of every wholesale 
buyer of Lage pee: and heating 
and of most of the larger contrac- 
tors because every buyer wants it 

there for —_ ref- 

erence at the mo- 
& HEATING ment the job that 
is to be done turns 
into orders for 
manufacturers. 


DOMESTIC ENGINEERING PUBLICATIONS 


1900 Praimie AVE. 


CuHicaco, ILLINOIS 


~ 


and now.... 
U. S. INDUSTRIAL 


292 MADISON AVE., 
CHICAGO 


ALCOHOL 


delivered a complicated sales story to 250 
jobbers and their salesmen, within two weeks. 
Write us for the results—it's a fascinating 
story of effective speed, testifying again that 


SOMETHING NEW HAS HIT THE SELLING 
WORLD! INVESTIGATE! 


VISOMATIC 


VISOMATIC SYSTEMS, INC. 


NEW YORK CITY 


DETROIT 
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ADVERTISING OF 
LIQUOR TO GROW 
IN NEXT MONTH 


Test New Statement Cover- 
ing Legal Points 


New York, Nov. 9.—The results of 
Tuesday’s elections in states voting 
on repeal brought immediate easing 
of the restrictions on liquor adver- 
tising laid down the previous week, 
with expectation that preliminary 
copy will appear in greatly increased 
volume from now on. 

New York newspapers in some in- 
stances resumed publication of liquor 
advertising the day after elections. 


The Sun Wednesday carried the full- 
page advertisement of Bellows & Co. 
which first appeared in the Herald 
Tribune Oct. 31. Thursday the New 
York Times appeared with two large 
whisky advertisements and a number 
in smaller space. 

For the first time, the Times this 
week replated the paper to enable 
publishing the liquor advertisements 
which it had scheduled. Full runs 
were given those advertisements 
which it had published just prior to 
the week’s ban ended last Wednes- 
day. 

Post office officials now look favor- 
ably upon the printing of “if and 
when” liquor advertising providing it 
is kept out of dry states. They are 
preparing a list of such states, but 
in the meantime the Times has pre- 
pared, from such sources of informa- 
tion as it has available, its own dry 
states list, with which it hopes to 
keep its liquor activities within the 
law. 

oxecutives of the Times note that 


The 


of Fuels is On! 


Battle 


—and the banner of automatic 
heating is advanced on all fronts 


There is a titanic struggle going on 
between the various fuels for the heating 
business of 1933-34, and the years to 
come. Coal, oil and gas are fighting for 
the American home heating market. 

But it is something more than a com- 
petitive struggle—it's a great educational 
campaign. While the various fuels are 
being vigorously sold, the entering wedge, 
and the clinching arguments, center 
around the comfort and convenience of 
automatic heating. 
These great campaigns 
are creating an unpre- 
cedented public inter- 
est in automatic heat- 
ing for the home. 


AIR COND 


DOMESTIC ENGINEERIN 


1900 Praimie Ave... | 


AUTOMATIC HEAT and 


The “Automatic Heat and Air Condi- 
tioning’ Section in DOMESTIC ENGI- 
NEERING is designed for the manufac- 
turer of automatic heating equipment to 
tap this interest, through the local deal- 
ers who are in position to turn local in- 
terest into sales. Both as a section of 
DOMESTIC ENGINEERING, and as a 
separate publication under its own cover, 
“Automatic Heat and Air Conditioning,” 
reaches every known dealer in automatic 

heating equipment. 


We have made a 
special study of this 
market, which is avail- 


ITIONING 


able on request. 


G PUBLICATIONS 
a 


and now.... 


tages to users 


292. MADISON’ AVE., 
CHICAGO 


American Cable | 


investigated and found that their story of Pre- 
formed Cable, its superiorities and its advan- 


Visomatic, easier, quicker, more forcefully and 
with less expense than any other method. 


SOMETHING NEW HAS HIT THE SELLING 
WORLD. INVESTIGATE! 


VISOMATIC 


VISOMATIC SYSTEMS, INC. 


could be presented through 


NEW YORK CITY 
DETROIT 


aside from state liquor laws applying 
to the advertising of alcoholic 
drinks, there are no laws touching 
upon the matter except those dealing 
with the mailing of such copy. 

A large percentage of the Times’ 
outside circulation is shipped by ex- 
press and is not influenced by postal 
regulations. On copies mailed to in- 
dividuals in dry states, the paper is 
sending the replate edition which 
earries no liquor advertising. Thus 
even in dry states, except for such 
state laws as may cover the situa- 
tion, the newspaper might deliver pa- 
pers containing its liquor advertise- 
ments either by carrier or news- 
stands. 


At present, the Times is keeping 
its liquor advertising out of 15 
states. Its policy is to comply with 
the laws and pay due regard to poli- 
cies which the administration may 
adopt. 

The outlook for the next month, 
according to well informed sources, 
is for a steady increase in liquor ad- 
vertising. The trend appears to be 
the same as that which developed in 
connection with beer last spring. A 
large immediate business arising 
from holiday demand will introduce 
a spirit of competition in hard liquor 
which was not present when 3.2 beer 
was legalized. The Times has re- 
fused to accept orders for magazine 
and rotogravure sections but is hope- 
ful that Washington will soon clar- 
ify its stand, enabling acceptance of 
copy which can run in all editions. 


Test New Statement 


The change in tone of liquor copy 
this week is well demonstrated by 
copy of William Duncan Company, 
Toronto and Edinburgh, in which the 
“subject to repeal’ phrase was not 
prominently featured. Yarrington & 
Ceder, Inc., prepared the copy and is 
developing plans for its appearance 
throughout the eastern wet terri- 
tory. A heavy campaign is expected 
to follow. 

“This direct to the consumer pres- 
entation is made for the purpose of 
ADVERTISING Duncan's Highland 
Scotch whisky,’ the advertisement 
proclaims. However, to guard 
against difficulties which might arise 
if the papers were circulated in dry 
states, it carried an additional state- 
ment in a box at the bottom of the 
copy as follows: 

“This presentation is not to be con- 
sidered as an advertisement or solici- 
tation of orders in any state, terri- 
tory or district wherein it is illegal 
to advertise or solicit orders for 
liquors.” 

The legal protection afforded by 
the statement is untested and ques- 
tionable. In copy placed a week ago 
for L. N. Renault & Sons, Ince., 
American wines, by L. H. Hartman 


Co., Inec., a similar expression was 
used. Its employment is purely 
speculative, agency and newspaper 


officials agree, but it might stand in 
court action as evidence of good 
faith and desire to comply with all 
laws wherever the copy might be 
read. 


Department Store Ready 


In the same issue of the Times 
that carried the Duncan advertise- 
ment was 1,100 line copy of the 
United Distillers of Canada, Ltd., 
Vancouver, placed by J. J. Gibbons 
& Co., Toronto advertising agents. 
This copy did not carry the line 
above mentioned, but neither did it 
mention price as did the Duncan ad- 
vertisement, nor seek immediate or- 
ders for after repeal deliveries. It 
was devoted entirely to re-establish- 
ing the name in the American mar- 
ket. Its message was principally one 
of conviviality and good fellowship. 

Abraham & Straus, Brooklyn de- 
partment store, used newspaper 
space this week seeking orders for 
bottle, case or cellarett goods for 
post repeal delivery. <A full page 
was used for general message and 
price lists. Illustrations suggested 
the appropriate beverages for vari- 
ous courses at dinner. A cobweb 
spread across the upper part of the 
space symbolized the prohibition era 
now ending. 

The two leading domestic distil- 
lery organizations do not intend any 
speeding up of their advertising pro- 
grams as a result of Tuesday’s refer- 
endums, ADVERTISING AGE is_ in- 
formed. These firms, Schenley Dis- 


, 


tillers Corporation and National Dis- 
tillers Products Corporation, had 
planned no extensive advertising be- 
fore ratification of the 21st amend- 
ment. The same is true of several 
other American firms, including Re- 
nault. 
Labels Important 


Advertising agents for some of the 
leading liquor houses are busy de- 
signing labels and packages, which 
will be all the more important if the 
business is restricted to off-the-prem 
ise consumption. 

Design for labels is sticking fairly 
close to established forms, with 
touches here and there to conform 
with modern ideas for shelf display 
such as apply in food packaging. The 
bottles themselves distinguishing the 
various liquors over a period of cen- 
turies, will not be changed much in 
the next 18 months, advertising 
agents say. 

Representatives of various branches 
of the liquor industry and allied 
groups met during the past week to 
organize the Wine and Spirit Asso- 
ciation of America, whose aim will 
be to present an organized view on 
various matters of distribution and 
control, taxation and possibly co- 
operative advertising. 

“General education,” said Ernest 
L. Jones, executive secretary, dis- 
cussing the rise of a new generation 
unfamiliar with the art of dining 
and use of wines, liquors and 
cordials with meals, “can only be ac- 
complished by group activity. Such 
a program as is advisable would be 
too great a financial burden for any 
single dealer.” 

Appointments of advertising agen- 
cies by liquor firms during the past 
week included the De Bijasi Advertis- 
ing Agency, New York, by Gamba- 
relli & Davitto, wine merchants rep- 
resenting the Italian Swiss Colony 
Wines; J. G. Moritz, Inc., by Etab- 
lissements Viollette; and I. A. Gold- 
man & Co. by the Baltimore Pure 
Rye Distilling Company, Dun- 
dalk, Md. 


E. F. Schmidt Expands 


The E. F. Schmidt Company, Mil- 
waukee, is installing high speed off- 
set-lithography equipment to aug- 
ment its present advertising service 
facilities. 


Transfer Dawson 


Donald R. Dawson has been trans- 
ferred from the Portland to the San 
Francisco office of Botsford, Con- 
stantine & Gardner as_ production 
manager. 


SALES PROMOTION 
JOB WANTED 


| have just completed a campaign 
that added new business at a cost 
oF 1% 
There are similar opportunities in 
your business. I'd like to help you 
find them. Twelve years of good 
record says | can do it. 

"M. B." 

ADVERTISING AGE 


330 West 42d Street 
New York 


need this! 
Scono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


—— 
———p 


Colgate Cuts Price 


Colgate’s Cashmere Bouquet has 
been reduced from 25 cents to 10 
cents a cake, three for 25 cents. An- 
nouncement of the new price follows 
a similar move by Woodbury’s Facia} 
Soap a short time ago. 


Names Stevens 
Exchange advertising of the Chi- 
cago Flexible Shaft Company igs 
being placed by Willard E. Stevens 
Advertising Agency, Chicago. Radio 
is being used. 


To what do you lay 
circulation stability?— 


We say editorial satisfaction. 
Architecture is edited for archi- 
tects. Therefore it has 


Provable circulation stability 
Least number of arrears 
Highest renewal percentage 
Least waste circulation 


And withal the lowest space 
rates—a good buy is— 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET 


New York—Also Chicago, Cleveland, 
Boston, Pittsburgh, San Francisco, Los 
Angeles. 


DIRECT TO THE 


MASS PLAN 
SAMPLING PROVES’ 
SUCCESSFUL ! 


New accounts established 


3,984—12 ounce sample packages 
of a new WATER SOFTENER 
were recently delivered into the 
homes of a nearby town in a test 
campaign. During this eampaign 
we called on 53 INDEPENDENT 
GROCERS of whom 26 did not 
stock this WATER SOFTENER. 
Of the 26 that did not stock this 
WATER SOFTENER, 19 ordered 
a supply of this new product. 17 
of the 19 were 


NEW ACCOUNTS 
You can create a demand for 
your product by sampling di- 
rectly to the home. 


Let us tell you how. 
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Business Recovery 
Starts in Your 


Own Office - - : 


¢ your office 18 


recovery 1 
& eed ded and ineffi- 


on worn, outmo 
“A machinery. Why not = 
world’s largest remanufacture’ 
ply you with rebuilt 
ately one-half the 


You can no’ 
limping alon 
cient busines 
PRUITT, Inc., 
of office machinery, sup! 
equipment at approxim: 


similar new equipment? 


cost of a 
Typewriters, addressing machines, — 
ictaphones — everything your 
re arnaes d with a written 


needs—at & real saving an 


guarantee. 
as 
Send for FREE Catalog 


Pruitt, Inc. 
190 N. La Salle St., Chicago 
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TUGWELL BILL 
CALLED START 
OF REGULATION 


(Continued from Page 1) 


numerous; so, I regret to say, are 
sympathetic judges. Moreover, one 
ean seldom accuse a district attor- 
ney of excessive ardor in cases of 
this sort. They’ do not make repu- 
tations, and they often do make ene- 
mies of prominent local business 
men.” 

W. R. M. Wharton, chief of the 
eastern food and drug inspection dis- 
trict of the food and drug adminis- 
tration, and Dr. Laurence V. Bur- 
ton, editor of Food Industries, also 
participated in the symposium. Mr. 
Wharton discussed enforcement of 
food and drug regulations. Dr. Bur- 
ton spoke for the food industry. 

Any doubt as to whether drastic 
censorship of advertising is contem- 
plated by the proponents and pros- 
pective administrators of the “Tug- 
well bill” was dispelled by Professor 
Cavers. 

“No one who has ever pursued a 
magazine article on its sinuous 
course past page after page of gleam- 
ing teeth, faultless complexions and 
the secret sorrows which no one will 
disclose, cherishes the illusion that 
foods or drugs are sold by what is on 
the label,” declared the professor. 

“Indeed,” said he, “Norman Bel 
Geddes and his co-workers are doing 
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Request a copy of the second issue of the 
First Business Paper of Whiskies, Wines 
and Kindred Products. SPIRITS, 220 East 
42nd Street, New York. 
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their best to take everything off the 
label that fails to harmonize with a 
strictly modern design. It is adver- 
tising that sells these products; not 
labels. 

“If the law is to protect the con- 
sumer against misrepresentation, the 
law must reach advertising. That is 
our first basic problem. At first 
blush, it seems simple—just write a 
provision prohibiting false _ state- 
ments in advertising. This has been 
done before, and we still have false 
advertising.” 

The “Tugwell bill,” radical as it 
has been termed, would, if enacted, 
be simply a foundation for a much 
larger and more elaborate’ super- 
structure, according to Professor 
Cavers. 

Further Steps? 


The bill will prepare the way, he 
said, for a board of physicians and 
scientists to pass on the advertising 
of proprietary drug preparations ahd 
products having a health appeal, the 
introduction as an important factor 
in merchandising of a government 
stamp of approval, and perhaps by 
1950 the passage of a “scientists’ 
law.” 

“The business of regulating busi- 
ness which is growing to be the 
most important function of govern- 
ment today cannot be achieved 
merely by the passage of laws defin- 
ing offenses whose violation will be 
punished in the courts,” he con- 
tinued. 

“The laws must inevitably be sup- 
plemented by administrative rulings, 
which, if reasonable, should not be 
upset wherever a court disagrees 
with the administrator. And, fur- 
thermore, one must question the effi- 
cacy of the criminal law as a sanc- 
tion to compel compliance.” 

After pointing out some of the in- 
justices and absurdities inherent in 
the “Tugwell bill,” Dr. Burton took 
up defense of the courts. 

“One of the most objectionable 
features of the bill,” he said, “is that 
it gives despotic power to bureauc- 
racy and to the Secretary of Agri- 
culture. 

“Manufacturers believe that if it 
is necessary to close down a plant or 
a whole industry to protect public 
health, it should be done in a legal 
way in the usual courts of justice. 
They are unalterably opposed to a 
system where the judge, the prosecu- 
ting attorney, and the jury are all in 
one person, particularly where that 
person is a political appointee and 
there is no appeal from his decision. 


Administration May Change 


“We would have nothing to fear if 
we had a good, honest, highly intelli- 
gent and impartial police force, im- 
bued with the highest motives, but 
who can guarantee the continued ex- 
istence of a bureau of food and drug 
control that will not be resentful, 
mean, vindictive or petty? How 
would the food manufacturer fare if 
it should come to pass that a nar- 
row-minded, suspicious food faddist 
were appointed Secretary of Agricul- 
ture or even chief of food control?” 

Mr. Wharton cited specific cases 
wherein the present food and drugs 


and now...- 


CHICAGO 


duPONT 


investigated Visomatic to train jobbers’ sales- 
men, to educate Duco refinishers—duPont ex- 
ecutives report that their Visomatic investment 
is less than the actual train fares saved by per- 
mitting Visomatic to replace manpower. 


SOMETHING NEW HAS HIT THE SELLING 
WORLD. INVESTIGATE! 


VISOMATIC 


VISOMATIC SYSTEMS, 
292 MADISON AVE., 


INC. 


NEW YORK CITY 
DETROIT 


act was, in his opinion, inadequate. 
He described advertising as bally- 
hoo used to overcome what the 
supersalesman calls sales resistance 
but what he calls the inherent pro- 
tective sense of the people. 

“The government convicted the 
Lydia E. Pinkham Medicine Com- 
pany, Lynn, Mass., in 1916 of mis- 
branding Lydia E. Pinkham’s Vege- 
table Compound with false and 
fraudulent representations that the 
product was an effective preparation 
for a number of serious diseases,” he 
said. 

“Thereafter the company changed 
its label. It now reads: ‘Recom- 
mended as a vegetable tonic in con- 
ditions for which this preparation is 
adapted.’ 

One of Series 


“We find for what conditions the 
preparation is adapted in the com- 
pany’s advertisements, which contain 
many of the old false and fraudulent 
curative promises that formerly ap- 
peared on the label.” 

Professor Cavers does not occupy 
a government post, but was intro- 
duced as a spokesman for the ad- 
ministration. He is professor of law 
at Duke University. 

The meeting was one of many be- 
ing arranged under various auspices 
by officials in the Department of 
Agriculture in a campaign to enlist 
the support of consumers for the 
“Tugwell bill.” 

A feature of the meetings is a 
portable exhibit of “patent medi- 
cines” and deceptive food containers, 
in which advertised brands are con- 
spicuously absent, although the pack- 
ages bear close superficial similarity 
to standard, advertised products. 
Most of the medicinal preparations 
were on the market a very brief 
time and were discontinued long ago. 


“Evening Post” Alumni 
Association to Meet 
The 132d anniversary of the New 
York Evening Post will be cele- 
brated Nov. 16 by the Evening Post 
alumni Association with a dinner at 
Keen’s Chop House, beginning at 


6:15. 
John Palmer Gavit is president of 
the association. Dinner arrange- 


ments are in charge of a committee 
headed by Theodore P. Seymour. 


Walker and Rundle 


with Moon Agency 


Edward Walker, vice president of 
the Byron G. Moon Company, New 
York, from 1915 to 1931, has rejoined 
the agency as account executive. 

John P. Rundle, formerly with the 
New York American, also recently 
joined the account executive staff. 


Ringold Joins Petry 


Henry E. Ringold, formerly with 
Scott Howe Bowen, Inc., has joined 
the New York office of Edward Petry 
& Co., station representatives. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2. 


HELP WANTED 


WANTED—Sales correspondent for 
leading business publication in Chi- 
cago. The man who will get this job 
has some knowledge of industry, 
real ability to express himself, and 
the enthusiasm and persistence to 
follow through to the dotted line 
and after. A real opportunity for a 
business-getter by mail. Address Box 
406, ApveRTISING AGr, Chicago, with 
complete details of your ability and 
record. 


ADVERTISING SERVICE 


DOUBLE RESULTS from your 
sales letters. Ten per cent—500 per 
cent increased returns achieved for 
others. Letters expertly written after 
careful study of your individual 
problems, only $10. Three for $25. 
Box 407, ADVERTISING AGE, Chicago. 


Culver Appoints 
Culver Laboratories, Inc., Philadel- 
phia, maker of manicure prepara- 
tions, has appointed Carter-Thomson 
Company, shamenmnnendanans 


Promote Sweeney 


A. M. Sweeney has been appointed 
sales manager of the electric refrig- 
eration department of General Elec- 
tric pdhucmncecetice Cleveland. 


There Is Nothing 
To Substitute for 
EXPERIENCE 


—and 200 years is a lot of 
marketing experience 


ing councils where their advice (which 
may have been brilliant, but which 
was more than all based on experi- 
ence) was effective in securing new 
sales volume. 


Experience gives a quality to men 
and institutions for which there is no 
substitute. It shows itself in such ob- 
vious ways as the files packed with 
marketing data, and in the case of a 
paper like DOMESTIC ENGINEER- 
ING, in the adequate satisfaction of 
reader needs. Above all, it shows 
itself in the advertising columns where, 
after all, the industry registers its ap- 
proval. When advertisers for ten years 
choose a paper to the extent of two 
and one-half times the next paper in 


DOMESTIC nan 
ENGINEERING 


Brilliant men, with startling theories, 
frequently fail—not merely because 
their theories may be wrong, but be- 
cause they lack that day-to-day experi- 
ence which can make even a poor 
plan work. 


The men on the staff of DOMES. 
TIC ENGINEERING have a total of 
over 200 years of experience in the 
plumbing and heating field. They 
have been in at the 
birth of new prod- 
ucts and the incep- 
tion of marketing 
plans for them; they 
have sat in market- 


is producing a: 
medium that 
produces busi- 
ness, 


DOMESTIC. SRCeSRRRING PUBLICATIONS 


1900 Prairie AVE. Cae ae — CuHicaco, liiainors 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 


Advertising Age costs no more per copy than 
your daily newspaper. 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 
tion every week ! 


ae 


$1 a Year .. 52 Issues 


USE THE COUPON 


_—_——— en en ee ee ee ee oe ee | 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


A "LIBRARY" 


OF EMPTY BOTTLES CHICAGO ADVERTISING WOMEN HOLD "SWEET SIXTEEN" FROLIC 


Section of the liquor-ware "library" of Owens-lllinois Glass Com- 
pany, Toledo. Said to be the most extensive of its kind in existence, ge OE arhe a P, 4. | eae aes @ | a aie ns 
the "library" is open for the inspection of distillers and vintners. ser ie iptiaicies, re rege = a 5 ee ,| 


Gertrude Byrne (left) and Mrs. Carol May rode off with the first prize at the "Sweet Sixteen" party of 
FROM DINOSAURS TO SKY TRAINS Women's Advertising Club of Chicago at the Palmer House Nov. 7. They are shown here being stopped 
; by Traffic Cop Hope Smith. At right is Louise Amundson, tucked out in the super-ultra of 1815 night- 

wear, getting into trouble with the big bad wolf. Miss Amundson won second prize. 


KEEPS PACE WITH TRE CRANGING WORLD 
ed 
. . 
. 


| 


B. F. Goodrich Company has just 
announced this new battery, the 
"Electro-Pak,"" embodying a radi- 
cal change in design. The entire 


Sinclair, featuring its tamper-proof can for motor oil, which has unit is protected by a hard rubber 


, : : cover. 
emerged successfully from various test campaigns, sent a sky train 
over New York last week and tied up with the motion picture, The 
World Changes," at Warner's Hollywood Theater with this lobby 
display. * 


OLD GOLD FASHION SHOW ATTRACTS MUCH ATTENTION 


These new packages for the Pond's cream line are of white opal glass, 
the closures being green. Hazel-Atlas Glass Company made the jars. 


p AMERERS SNOCIHESS ETE = 


Old Gold made a hit with many New Yorkers when it installed this fashion display in the famous Schulte Rolf Armstrong painted this exceptionally attractive window display | 


cigar store window at the northeast corner of 42nd St. and Fifth Ave. in New York, which three large cig- for Kool cigarettes, new product of Brown & Williamson Tobacco 
arette companies alternately utilize for unusual displays. These 32-inch models are attired in exact copies Corporation. Almost 10,000 dealers have used it. American Litho- 


of the latest creations of famous Parisian designers. 


graphing Company produced the display. 
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